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INTRODUCTION 
Overview 
Product quality is a competitive issue of the 1990s. In the 1970s and 1980s 
foreign goods made increasing inroads into the U.S. market. Consumers' exposure to a 
wider range of brands, coupled with increases in consumer affluence and sophistication, 
has made them more sensitive to the quality of goods and services (Garvin, 1988). This 
new visibility of quality is forcing companies to strive for a high level of overall 
product performance and to adopt an attitude that acknowledges the consumer. 
Perceived quality is the consumers' judgment of the product or service. 
Consumers' perceived quality is humanistic, because people respond subjectively to 
objects and may have varying opinions about the same phenomenon (Holbrook & 
Corfman, 1985). According to Jacoby and Olson (1985), perceived quality can be 
considered as a variant of the stimulus-organism-response (S-O-R) model. This model 
emphasizes that consumers' response, in the form of store patronage, product purchase, 
and related word-of-mouth communication about the product or service, is related to 
how consumers perceive and interpret the elements of the objective stimulus. The 
stimulus consists of both the intrinsic and extrinsic aspects of the product. This model 
clearly points out the difference between product quality as it can be objectively 
measured and the level of product quality as it is subjectively perceived by the 
consumer. 
Apparel quality has long been measured from an industry perspective. The 
industry perspective has tended to focus on physical properties that can be measured 
objectively. However, consumers' perceptions of quality involve both concrete and 
abstract features of a product and evolve as the product is being used. Consumers' 
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perceptions of apparel quality may change over time as their expectations change, as 
they gain new information about products during use, and as they become aware of 
competing products and brands. 
Product attributes 
The product and the consumer interact in the market place. The wide array of 
ready-made apparel in the market forces consumers to make assessments and decisions. 
Consumers arrive at a composite assessment of the product by a process in which some 
or all of the various items of information related to the product are identified, evaluated, 
and integrated. 
Consumers evaluate products based on a wide assortment of attributes. 
Researchers have defined product attributes as consumers' subjective notions of features 
possessed by a product (Wilkie & Pessemier, 1973). However the focus of most studies 
has been on consumers' perceptions or evaluations of tangible, verifiable attributes. 
For example, Szybillo and Jacoby (1974) examined how price, store image, and 
composition (blend) of hosiery affected perception of quality. Martin (1971-72) 
studied consumers of fashion clothes, using price, color, fiber content of fabric, store, 
brand name, department of store, instructions for care, and salesgirl's evaluation of 
style/quality as influencing the decision to buy. Hansen (1969) was one of the first 
researchers to indicate that attributes should not be limited to tangible and measurable 
characteristics but must be a reflection of consumers' perceptions as well. The 
intangible abstract characteristics have been described by researchers using terms such 
as consequences, benefits, and values. 
According to Hirshman (1982) the consumer identifies product attributes using 
two perceptual modes: a data driven perceptual mode and a concept driven perceptual 
mode. The data driven perceptual mode refers to the features of a stimulus that an 
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individual acquires through the senses (Norman, 1976). Once tangible concrete 
attributes are established, the consumer engages in cognitive associations and 
abstractions that bring about Intangible attributes. The process of converting tangible 
attributes to intangible ones by giving meaning is referred to as the concept driven 
perceptual mode (Norman, 1976). 
Through empirical and theoretical work researchers have classified attributes. 
Two types of classification schemes have been developed: 1) schemes based on attribute 
types (Jacoby, Olson, & Haddock, 1971; Myers & Shocker, 1981; Olson & Jacoby, 
1972; O'Neal, 1990) and 2) schemes based on relationships among attributes 
(Geistfeld, Sproles, & Badenhop, 1977; Swan & Combs, 1976). In three studies, 
researchers categorized attributes based on type of attributes. Olson and Jacoby (1972) 
segregated attributes broadly into two categories: intrinsic or extrinsic. In a similar 
endeavor to characterize attributes based on type, Myers and Shocker (1981) proposed 
that attributes of products fall into product referent, outcome referent, or user referent 
categories. Product referent attributes encompassed the physical characteristics such 
as color, fiber, and thickness. The outcome referent attributes involved outcomes from 
use such as colorfastness, shrinkage, and fit. Subjective attributes, the user referent 
category, related to expressive properties or reflected what the product implied to the 
user. User referent attributes contributed to imagery and included such attributes as 
sexy look and makes the wearer feel good. 
In a final example of categorization based on type of attributes, O'Neal (1990) 
focused specifically on apparel quality, and through focus groups, extracted five 
dimensions. The dimensions included physical, performance, affective, aesthetic, and 
connotative. O'Neal's physical dimension related to the features of the clothing items. 
Use attributes were grouped under the performance dimension. The aesthetics dimension 
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was concerned with factors which contribute to the perception of beauty. Attributes that 
were of a subjective, emotional nature made up the affective dimension. The last 
dimension, connotative, encompassed the extrinsic properties such as brand and price. 
Categorization based on relationships of attributes has been proposed by Swan and 
Combs (1976) and Geistfeld et ai. (1977). The categories indicate relationships among 
the attributes and are organized in levels or ranks. Researchers who engage in this form 
of categorization suggest that consumers map tangible attributes into abstract ascribed 
attributes. Therefore, the ascribed attributes relate to other attributes and infer 
tangible attributes. Swan and Combs (1976) classified attributes on two dimensions: 
instrumental attributes and expressive attributes. Both instrumental and expressive 
attributes are important for consumer satisfaction. However, instrumental 
requirements must be met, otherwise dissatisfaction may occur. 
Geistfeld et al. (1977) also focused on intrinsic features of the product and 
labelled characteristics as "A", "B", and "C". C level refers to attributes that are 
independent (e.g., unldimensional characteristics such as fiber, weave). A and B level 
attributes refer to abstract, multidimensional characteristics, with B characteristics on 
a lower level than the more abstract A level characteristics. Using a blanket as an 
example, the convenience of a blanket (A level) may be determined by the amount of 
storage space required (B level), which in turn is determined by the thickness of the 
blanket (C level). 
Researchers in textiles and clothing have made little attempt to establish a 
comprehensive list of attributes that consumers consider during purchase and use of 
clothing items. In order to understand consumers' conceptualization of apparel 
attributes, studies are needed that encourage consumers to freely discuss features of 
products that are meaningful to them at all stages of evaluation. 
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Perceived Quality 
Quality in everyday usage means "good" (Holbrook & Corfman, 1985). Defining 
quality has been an important endeavor for researchers. Jacoby and Olson (1985) 
state, "One finds almost as many definitions of quality as writers on the subject" (p. 
32). Quality has been variously associated with terms such as satisfaction, value, 
excellence, and conformance. Hjorth-Anderson (1984) considers quality to be 
multidimensional and is critical of studies that are based on a one-dimensional concept of 
quality. The definition of quality varies depending on the perspective and bias of the 
researcher. 
Apparel quality can be defined based on a production or manufacturer perspective 
or from a consumer perspective. According to the production or manufacturer 
perspective, perceived quality is "conformance to the requirements" (Crosby, 1972, p. 
17) or zero defects. This definition implies that specifications are available and 
conformance to these will result in quality. The definition emphasizes technical aspects 
of monitoring product quality in the industry. 
A perspective that is receiving much interest among marketing researchers is the 
consumption or consumer perspective. Maynes (1976) defines product quality as "the 
extent to which the specimen provides the service characteristics that the individual 
consumer desires" (p. 529). This definition implies that assessment of quality occurs 
during use of the product. The consumer's viewpoint of quality is referred to as 
perceived quality and is defined by Holbrook and Corfman (1985) as the consumer's 
judgement of the product. According to them, consumers' perceived quality is 
humanistic, because people respond subjectively to objects and may have varying 
notions about the same phenomenon. The importance of this perspective is evident from 
what Drucker (1986) said about quality, "Quality in a product or service is not what 
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the supplier puts in. It is what the consumer gets out and is willing to pay for... . 
Customers pay only for what is of use to them and gives them value. Nothing else Is 
quality" (p. 88). 
Research on perceived qualitv 
Researchers have studied consumers' perceptions of quality by investigating 
attributes that consumers utilize to evaluate products at a specific time, usually during 
purchase. Most research done on product evaluation has utilized either the 
multiattribute (Fishbein & Ajzen, 1975; Shim, Morris, & Morgan, 1989) or the cue 
approach (Andrews & Valenzi, 1971; Jacoby & Mazursky, 1984; Szybillo & Jacoby, 
1974). These approaches treat quality as a quantitatively measured response of 
consumers to certain explicit properties or characteristics of an object. 
Research using muitiattributes has tended to view product quality as beliefs and 
attitudes one may have about attributes of a product (Fishbein & Ajzen, 1975). Cue 
studies have approached the study of quality by manipulating concrete product cues and 
tracing their effects on subjective quality judgment. Researchers have employed either 
single or multiple cues related to the product. Several researchers (Gardner, 1971; 
Monroe, 1973; Olson, 1977) have suggested that differences exist between results from 
single and multiple cue designs. Single cue research has mainly manipulated price or 
brand. By contrast, multiple cue studies have examined an assortment of product 
features simultaneously. 
Leavitt (1954) pioneered the single cue studies and demonstrated that consumers 
impute product quality on the basis of price. Several later studies on price and quality 
also found strong price-quality associations. McConnell (1968) indicated a positive but 
non-linear relationship between price and consumers' subjective perception of quality. 
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Other researchers have examined how the price-quality relationship is associated 
with variables of consumer's familiarity with the product, price levels, confidence, and 
education. Valenzi and Eldridge (1973) verified the findings of the price-quality 
relation and offered the suggestion that a consumer's lack of familiarity with a product 
may result in the use of price as a cue to quality. 
Researchers who studied price in relation to types of products, personal 
characteristics, and demographic variables found interesting results. Peterson and 
Wilson (1985) found that consumers believed that high prices indicate product quality 
for durable goods but not for nondurable goods. Lambert (1972) indicated that people 
who purchase high priced items perceived a price-quality relation and may view the 
risk of making a poor choice as undesirable. He also noted that people choosing low price 
items have lower confidence that there may be a price-quality association. Shapiro 
(1973) observed that persons with lower education levels tend to rely on price as a cue 
to quality more than educated persons. Szybillo and Jacoby (1974) suggested that value 
for the money may be a more important criteria than a direct price-quality relation. 
Another cue that has been studied extensively in isolation as related to quality is 
brand name. Davis (1985) studied the effects of brand name on skirt evaluation and 
found that branded skirts were rated significantly higher on quality than nonbranded 
ones. However, in a recent study conducted by Forsythe (1991), shoppers' perceptions 
of quality for shirts were not influenced based on whether the shirt had a private, 
designer, or national brand name. The brand name did have some effect on consumers' 
perception of actual price. According to Forsythe, consumers perceive quality and price 
as different constructs. The differences seen in the results of the studies may be 
attributed to the nature of the product category and to the fact that Forsythe conducted a 
field experiment as opposed to Davis who examined quality in a laboratory. 
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Multicue studies have brought into question or contradicted the effects seen in 
single cue studies. The effect of price is seen to be sometimes strong, sometimes weak, 
and sometimes dependent on the level of other variables (Holbrook & Corfman, 1985). 
Multicue studies have employed both intrinsic and extrinsic cues. Jacoby et al. (1971) 
demonstrated that under certain conditions intrinsic cues are more important than 
extrinsic cues In shaping judgment of quality. Studies by Flore and Damhorst (1992) 
and Szybillo and Jacoby (1974), carried out on specific garments, have found that 
intrinsic cues related to aesthetic properties are equally important on perceptions of 
quality as objective cues. In contrast, according to Olshavsky (1985), extrinsic cues 
are mainly used by consumers as indicators or surrogates of overall quality. 
Qualitv and other variables One of the problems associated with previous studies 
has been the use of limited predetermined extrinsic and intrinsic cues. To understand 
the importance of quality it seems necessary to consider a combination of physical 
attributes of the product, special purchasing criteria, and other more abstract and 
subjective perceptions of features and benefits (Geistfeld et al., 1977). Eckman, 
Damhorst, and Kadolph (1990) found that consumers rarely identified quality as an 
evaluative criterion while making purchase decisions. They suggest that quality is such 
a global, complex concept that consumers do not readily verbalize concerns about it. 
Establishing the characteristics of quality and studying their association with the other 
closely linked concepts seems to be an important task in future research. 
Product specific concept Most studies on apparel have measured quality in 
general rather than consumers' response to a specific product category. The basic 
assumption in this type of study has been that the factors determining quality are the 
same irrespective of the type of product and characteristics of the consumer. However, 
Eckman et al. (1990) have warned that models of the purchase process may vary among 
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types of consumers and types of products. Flore and Damhorst (1992) found that 
relevance of criteria varies even within a product category for each unique product 
example. 
Perceived aualitv in consumption 
Consumer behavior theories suggest that the consumer's decision process does not 
stop with the purchase of a product (Cardozo, 1965). Product evaluation continues into 
the consumption stage and it may be critical in influencing further purchase behavior. 
When consumers purchase a product they have expectations regarding the future 
performance of the product. These expectations are predictions of the type and level of 
performance the user will receive. During the process of using the product the 
consumer compares perceived actual performance with expectations. Both expectations 
and post-purchase evaluations are meaningful to consumers and influence satisfaction 
(Oliver, 1980). 
Howard and Sheth (1969) described satisfaction as "the buyer's cognitive state of 
being adequately or inadequately rewarded for the sacrifices he has undergone. The 
adequacy is a consequence of matching actual consumption and purchase experience with 
the reward that was expected from the brand" (p. 145). The cognitive model of 
satisfaction/dissatisfaction proposes that the consumer assesses the product on 
various attributes resulting in a post consumption evaluation measure which affects 
intention to purchase or not purchase the product or brand in the future (Oliver, 
1980) .  
Summary 
An understanding of perceived quality is essential for apparel retailers and 
manufacturers in order to design better products, to implement realistic quality 
assurance programs, and to develop effective promotional campaigns. Therefore the 
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purpose of this research will be to identify the attributes used by consumers with 
regard to purchase and use of a specific ready-to-wear garment, to compare 
expectations about apparel attributes at the time of purchase with perceptions after use, 
to identify attributes that describe quality, and to propose a model that will consider the 
dynamic nature of quality. 
Objectives 
A. Identify and classify attributes with regard to purchase and use of women's knit 
dresses. 
B. Compare the relationship of expectations of apparel attributes at time of 
purchase with perception of attributes after use of the apparel product. 
Q Identify variables that are descriptors of perceived quality. 
D. Propose a model for consumers' perceptions of quality that could be tested in 
future research. 
Definitions 
Attributes: Characteristics of products perceived by consumers during purchase and use 
of the products. 
Unidimensional attributes: Attributes that are independent. 
Multidimensional attributes: Attributes that are functionally related to other product 
characteristics, which themselves may be either multidimensional or 
unidimensional (Geistfeld et al., 1977) 
Objective quality: Attributes of products that can be measured in physical terms, by 
subjecting the products to reproducible tests. 
Perceived quality: Perception of the attributes of products according to the consumer's 
perspective. 
Intrinsic cues: Those aspects of a product that are Inherent in the product's materials 
and construction. 
Extrinsic cues: Those aspects of a product that are external to, or not pertaining to, the 
material and construction of the product. 
Limitations 
A. Apparel attributes were identified through focus group interviews. Focus group data 
should be interpreted within the context of the social setting. It is difficult to 
estimate how much influence group members had on individual members of the 
group. Findings from focus group interviews cannot be projected to the population 
and broad conclusions cannot be drawn. 
B. A systematic random sample of consumers who purchased one of three specific knit 
dresses from Lands' End, Inc. participated in the study. The findings are limited to 
Lands' End customers and the dresses examined and cannot be generalized beyond this 
company or to other product types. 
C. Lands' End is a company with a long standing reputation for quality. Quality is their 
main promotional theme. The consumers may already be focusing on quality in 
selecting Lands' End over other retailers. 
Explanation of Dissertation Format 
The alternate dissertation format used in the presentation of the research is 
approved by the Iowa State University Graduate Faculty. The alternate format 
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presents the research in manuscript form suitable for submission to refereed 
scholarly journals. 
The dissertation begins with an introduction that provides an overview for the 
entire research project. The body of the dissertation includes two sections, the 
manuscripts. Section 1, Consumers' Conceptualization of Apparel Attributes, identified 
attributes of clothing items and classified them. The manuscript will be submitted to the 
Clothing and Textiles Research Journal for review. The manuscript will be co-authored 
with Dr. Mary Littrell. 
The second section, Consumers' Perceptions of Apparel Quality, examined 
consumers' expectations and perceptions of the performance of a recently purchased 
dress. Consumers' assessment of the quality of the dress was investigated in the 
consumption process. This manuscript is written for submission to the Journal of 
Consumer Satisfaction. Dissatisfaction and Complaining Behavior. The authorship for 
this manuscript is shared with Dr. Mary Littrell. 
Section II is followed by a chapter on overview of the research findings. 
Conclusions and recommendations for future research are included in this chapter. 
References cited in the Introduction and Research Overview and Future Directions are 
provided in the final chapter. 
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SECTION I 
CONSUMERS' CONCEPTUALIZATION OF APPAREL 
ATTRIBUTES 
1 4  
ABSTRACT 
The purpose of this research was to a) generate a composite list of apparel 
attributes, b) arrange the attributes in categories, and c) examine the attributes in 
ways that are useful to different types of retailers. Five focus group interviews were 
conducted with 31 female consumers in four towns in Iowa. The focus groups were 
designed in a three-part format to parallel evaluation processes involved in different 
types of buying situations. Seventy-nine attributes were identified. Four themes 
emerged based on the content of the attributes. The themes were physical appearance, 
physical performance, expressive, and extrinsic. Themes varied in the unidimensional 
and multidimensional nature of the attributes. Saliency of the attributes varied in the 
three parts of the discussion which has implications for different types of retailers. 
Recommendations for future research are provided. 
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INTRODUCTION 
Sales of apparel and shoes accounted for approximately 49,725 million dollars in 
the U.S. from January to July, 1991 (U. S. Department of Commerce, 1991, p. 4). The 
apparel market is highly diverse and competitive. In order to establish a niche and 
succeed in the market it is imperative that retailers of clothing understand and attend to 
consumers' physical and emotional needs and desires related to clothing attributes. 
Retail stores present a variety of clothing merchandise for consumers to assess by 
seeing, touching, and trying on the garments, in contrast, mail-order catalogs present 
clothing and written copy that limits consumers to visual assessment. In order to 
capture sales, both types of retailers seek information on apparel attributes important 
in consumers' choice or evaluation processes. Mail-order retailers need to develop 
catalogs that are informative and appealing to the target customer. To create informative 
catalogs retailers want to ensure that information is included pictorially and in writing 
on the attributes that consumers consider important when considering purchase of the 
garment. Likewise store retailers need to know how consumers react to garments 
offered in the store. Important attributes can be introduced through visual displays and 
salesperson interaction with customers. 
Attributes of products play a major role in consumers' decisions to purchase the 
products. According to Wilkie and Pessemier (1973) and Johnson (1989), consumers 
make overall judgments of products at the time of purchase or during consumption based 
on objective or verifiable features as well as on abstract features that are ascribed to 
the product by the perceiver. Attributes that have been included in studies on clothing 
are brand name, physical quality, wardrobe coordination, fit, color, price, warranty, 
garment appearance, fiber content, fabric, care, country of origin, and garment 
detailing (Davis, 1985; Forsythe, 1991; Gipson & Francis, 1986; Hatch & Roberts, 
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1985; McLean, Roper, & Smothers, 1986). Although a variety of attributes has been 
examined by researchers, very few researchers have taken into consideration the effect 
of ascribed attributes in the decision making process. However, Fiore and Damhorst 
(1992) found that complex and abstract attributes related to aesthetics were important 
estimators of overall quality of women's pants. Clothing can be regarded as an hedonic 
product (Hirschman & Holbrook, 1982). Choices of clothing may be made by consumers 
based on the symbolic implications of the clothing. Since it is likely that abstract, 
multidimensional attributes play an important part in the decision and evaluation 
process, it is necessary to include them in future studies. 
Most studies conducted on the role of attributes in purchase behavior have taken 
place in experimental settings using preselected criteria. Because the criteria used have 
been formulated by researchers, all relevant attributes considered by consumers may 
not be included in past research. Human experiences and thought contribute to the 
development of attributes (Thayer, 1968). Little attempt has been made to establish a 
comprehensive list of attributes that consumers consider during purchase and use of 
clothing items. In order to develop a composite list of attributes grounded in consumers' 
vocabulary and conceptualization of apparel, studies are needed that encourage 
consumers to discuss freely features of products that are meaningful to them at all stages 
of evaluation. 
Researchers who have studied attributes have proposed categories for 
distinguishing among the various types of attributes. Attributes have been categorized 
based on the type of the attribute and whether the attributes are unldimensional or 
multidimensional. Researchers who categorize attributes based on the dimensionality of 
the attribute assume that relationships exist among the attributes with a series of 
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unidimensional attributes contributing to multidimensional, more abstract attributes. 
Categorization is important as a basis for future research. 
Objectives 
The research was guided by three objectives. The first objective was to generate a 
comprehensive list of apparel attributes grounded in consumer vocabulary and 
conceptualization of apparel. The second objective was to arrange the attributes in 
themes that will be useful for further clothing evaluation research. The third objective 
was to examine the attributes in ways that would be useful to different types of retailers. 
Attributes mentioned in each of the three parts of focus group discussions were analyzed 
to establish the types and frequencies of attributes mentioned when consumers discussed 
clothing purchases in general, when they viewed catalog photographs and written copy 
for dresses, and when they examined the actual dresses from the catalog. 
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BACKGROUND 
In accordance with the objectives of the study, literature related to product 
attributes and categorization of attributes was reviewed. 
Product attributes 
Consumers identify product attributes using two perceptual modes: a data driven 
perceptual mode and a concept driven perceptual mode (Hirschman, 1982). Norman 
(1976) explained that in a data driven perceptual mode the consumer uses the senses to 
acquire information about concrete features of a product such as color, feel, and weight. 
In a concept driven perceptual mode the consumer engages in cognitive abstractions and 
associations to bring about the intangible, abstract attributes, such as whether a 
garment will be easy to care for or will give confidence to the wearer. 
Researchers have used intrinsic and extrinsic attributes related to textiles and 
apparel to investigate overall judgments made by consumers. According to Olson and 
Jacoby (1972), intrinsic cues refer to product attributes that are inherent in the 
product (e.g., fiber content, style, color) whereas extrinsic cues are attributes that do 
not form part of the physical product but are added by retailers and manufacturers (e.g., 
brand name, price, package). Eckman, Damhorst, and Kadolph (1990) identified 9 
types of extrinsic and 17 types of intrinsic criteria used by researchers. Researchers 
have investigated the effects of extrinsic cues on overall judgment more frequently than 
intrinsic cues (See Table 1). 
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Insert Table 1 about here 
Among the extrinsic cues, price and brand name have been studied most 
extensively, both in isolation and in conjunction with other cues. Researchers, 
examining the effects of price with other attributes, have found that its importance 
depends on the type and level of the other variables (Hatch & Roberts, 1985; Norum & 
Clark, 1989; Wheatley & Chiu, 1977). Consumer-related factors such as familiarity 
with the product, confidence, and education also have an impact on the use of price as a 
cue (Lambert, 1972; Shapiro, 1973; Valenzi & Eldridge, 1973). Studies using brand 
names as experimental variables have shown contradictory effects on evaluation of 
apparel quality (Davis, 1985; Forsythe, 1991). Davis (1985) found that branded 
skirts were rated significantly higher on quality than nonbanded ones; in contrast, 
Forsythe's (1991) study on shirts indicated that consumers' perceptions of quality were 
not based on whether the shirt had a private, designer, or national brand name. 
The intrinsic cues most frequently examined include style, fit, design, fiber 
content, color, care, and appearance. Eckman et al. (1990) elicited attributes related to 
consumers' decisions to buy or not buy clothing. Attributes were identified related to 
aesthetics, usefulness, and performance and quality. Extrinsic cues included criteria 
such as price, country of origin, and brand. Jacoby, Olson, and Haddock (1971) 
reported that under certain conditions intrinsic cues are more important than extrinsic 
cues in shaping judgment of products. Flore and Damhorst (1992) and Szybillo and 
Jacoby (1974), when studying specific garments, found intrinsic cues related to 
aesthetic properties to have a substantial effect on perception of quality. 
20  
Categories of attributes 
Several researchers have attempted through empirical and theoretical papers to 
distinguish among the assortment of product attribute descriptors and to propose 
conceptual categories or groupings of attributes. These categories have been 
demonstrated by researchers based on studies using general products, a product type 
such as clothing, or specific products such as blanlcets and slow cookers. Categories have 
been proposed based on the type of attribute (Myers & Shocker, 1981 ; Olson & Jacoby, 
1972; O'Neal, 1990) or on the relationship among attributes (Geistfeld, Sproles, & 
Badenhop,1977: Swan & Combs, 1976). 
In three studies, researchers categorized attributes based on type of attributes. 
Olson and Jacoby (1972) segregated attributes broadly into two categories: intrinsic or 
extrinsic. In a similar endeavor to characterize attributes based on type, Myers and 
Shocker (1981) proposed that attributes of products fall into product referent, outcome 
referent, or user referent categories. Product referent attributes encompass physical 
characteristics such as color, fiber, and thickness. The outcome referent attributes 
involve outcomes from use such as colorfastness, shrinkage, and fit. Subjective 
attributes, the user referent category, relate to expressive properties or reflect what 
the product implies to the user. User referent attributes contribute to imagery and 
include such attributes as sexy looking and make the wearer feel good. 
In a final example of categorization based on type of attributes, O'Neal (1990) 
focused specifically on apparel quality and, through focus groups, extracted five 
components or types of criteria for evaluating quality which she refers to as dimensions. 
The dimensions included physical, performance, affective, aesthetic, and connotative. 
O'Neal's physical dimension incorporated features of the clothing items. Attributes 
related to use of the product were grouped under the performance dimension. The 
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aesthetics dimension was concerned with attributes which contribute to the perception of 
beauty. Attributes that were of a subjective, emotional nature made up the affective 
dimension. The last dimension, connotative, encompassed extrinsic attributes such as 
brand and price. 
Categorization based on relationships of attributes has been proposed by Swan and 
Combs (1976) and Geistfeld et al. (1977), The relationship between tangible or 
intangible attributes is indicated and organized in levels or ranks. Researchers suggest 
that the tangible attributes, through mental processing by consumers, are formulated 
into several other attributes or ascribed attributes. The ascribed attributes may relate 
to one another and always infer concrete attributes. Swan and Combs (1976) classified 
attributes on two dimensions: instrumental and expressive. Both dimensions affect 
satisfaction; however, instrumental requirements must be met, otherwise 
dissatisfaction may occur. 
Geistfeld et al. (1977) also focused on intrinsic features of the product and 
labelled characteristics as "A", "B", and "C". C level refers to attributes that are 
independent (e.g., unidimensional characteristics such as fiber, weave). A and B level 
attributes are abstract, multidimensional characteristics, with B characteristics having 
lower dimensionality than the A characteristics. Using a blanket as an example, the 
convenience of a blanket (A level) may be determined by the amount of storage space 
required (B level), which in turn is determined by the thickness of the blanket (C 
level). 
In conclusion, researchers who grouped attributes according to type either 
categorized them broadly into two groups, intrinsic and extrinsic, or made finer 
distinctions among attributes, in an alternate approach, attributes were categorized 
based on the relationships among attributes. This latter approach recognizes the 
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unidlmensional or multidimensional nature of attributes. Although the different methods 
of categorization have used varying terminology to describe the dimensions, the essential 
components of all the categorization methods include physical features of the product, 
followed by its physical performance and, finally, attributes that relate to what the 
product does for or symbolizes to the user. Of the authors reviewed, only O'Neal (1990) 
derived categories from attributes that emerged from consumers in open ended group 
discussions. 
The review of related literature guided development of our research on consumers' 
conceptualization of clothing attributes in several ways. The research approach was 
exploratory in order to elicit a wide range of attributes used by consumers in the 
evaluation process. Consumers' cognitive processes were investigated in order to 
identify attributes that were both unidlmensional and multidimensional. While we were 
attentive to the physical, performance, and expressive categories from previous 
research, the exploratory approach allowed for emergence of attributes not formerly 
identified. 
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METHODS 
Communities and participants 
Five focus group interviews were conducted in four communities in Iowa. The 
communities varied in size (10,632 to 108,751 population) and economic base 
(agriculture, education, industry). The mean focus group size was six persons. A total 
of 31 female consumers participated across the five groups. Names of potential 
participants were obtained from county extension home economists. The extension home 
economists identified women in their communities who met criteria related to age (25 to 
54 yrs.), education (at least a college degree), and employment (professionally 
employed). These criteria were used in order to meet the consumer profile of the large 
mail-order retailer funding the research. Clothing retailers were excluded from the 
study. 
The typical participant was a married woman in her early forties. She had a 
college education with at least a Baccalaureate degree. She was professionally employed 
as an educator, administrator, or in a service occupation. Her household income was 
approximately $50,000. It was noted that the typical participant shopped mostly at 
department stores for her clothing. Fifty-five percent of the participants used catalogs 
to buy clothes. The average number of clothing items purchased through catalogs in the 
past year was 4.8. 
Focus group procedures and questions 
Focus group interviews, employed in this research, are an appropriate qualitative 
method for generating a range of ideas. A focus group has been defined as a "carefully 
planned discussion designed to obtain perceptions on a defined area of interest in a 
permissive, nonthreatening environment" (Krueger, 1988, p. 18). Focus group 
interviews are based on group dynamics. This method relies on interactions of members 
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of a group to produce a range of insights. Focus group techniques encourage "hitch 
hil<ing," i.e., encouraging constructive elaborations of another group member's ideas 
(Twedt, 1969). A main purpose of focus group Interviews can be to generate sheer 
quantity of ideas grounded in consumers' vocabulary. By generating a wide variety of 
attributes, greater elaboration of major product domains can be achieved. 
For the focus groups, a structured Interview schedule was developed to elicit 
consumers' perceptions about clothing items. The focus group interviews were 
organized In a three part format: general discussion, discussion while viewing 
photographs of and written copy about three dresses from a catalog, and discussion after 
examining the actual garments from the catalog. The overall goal of the focus group 
sessions was to elicit consumer discussion of as wide a range of apparel attributes as 
possible. 
First, consumers were asked to "talk about a recent clothing purchase you made for 
yourself and the factors you considered while making the decision to purchase or not 
purchase the clothing." They discussed "reasons you liked or disliked clothing items in 
your wardrobe," "your ideal clothing items," and "your perceptions of clothing quality." 
In the second part of the focus group the participants discussed "reasons that would 
influence you to buy or not buy three cotton dresses presented in catalog pictures." One 
of the dresses was a one-piece, shirtwaist style dress, the second was a low waisted 
dress with skirt gathered to waist, and the third dress was a two-piece polo dress. 
Finally, the women examined the actual garments and discussed "reasons you would buy 
or not buy the dresses." The name of the catalog in which the photographs appeared was 
not disclosed to the participants, and the brand labels on the dresses were concealed to 
avoid biasing the responses of the women. As a last step in the focus group process the 
participants completed a questionnaire regarding demographic information. 
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Focus groups were conducted in community conference halls and lasted 
approximately one to one and one-half hours. The sessions were audio and video 
recorded. A moderator, who had received training by assisting in a trial focus group 
interview, conducted all the interviews. 
Data analvses 
The audio tape recordings from the five focus groups were transcribed verbatim. A 
comprehensive list of attributes mentioned by consumers during all phases of the 
discussion was developed. A summary scheme was developed by grouping attributes that 
were similar into a category or class that would best describe them. Sub-categories 
were identified to make finer distinctions. Categories and sub-categories were not 
identified a priori but emerged from the data. Three textiles and clothing educators 
checked the list of categories to ascertain that the categories and sub-categories were 
mutually exclusive. 
Data were analyzed independently by two trained judges who were graduate students 
in textiles and clothing. The words, phrases, and sentences used by participants to 
describe clothing in terms of the participants' experiences, observations, and opinions 
were regarded as units of data. Reliability between the judges was measured by dividing 
the number of agreements by the number of agreements plus disagreements (Touliatos & 
Compton, 1988, p. 122). A sample of 150 units for analysis was pulled randomly 
across questions from each focus group. The two judges coded the sample using the 
comprehensive list and achieved a 96% agreement rate. 
Percentages for each category of attributes within the total discussion were 
established by calculating the number of units of data corresponding to an attribute (the 
frequency an attribute was mentioned in all three parts of the discussion for all five 
focus groups) and dividing the number by the total number of units of analysis in all the 
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five focus groups, whicti was 1341. The percentages for each part of the discussion 
(general, after viewing the pictures, and while examining the garments) were calculated 
similarly. Percentages for each of the three parts were computed by dividing the 
number of units of data corresponding to an attribute in a specific part of the discussion 
by the total number of units of analysis in that part of the discussion. 
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RESULTS 
Attributes and categories 
The focus group discussion revealed an array of attributes used by consumers to 
evaluate dresses at the time of purchase and during use of the product. A comprehensive 
list of attributes was developed by compiling all types of attributes mentioned in all 
phases of the five focus group interviews. Seventy-nine attributes were identified. The 
attributes mentioned by consumers represent a multiplicity of product characteristics 
that play a role in product choice and evaluation. 
Responses of the participants regarding clothing items were consistent in that four 
common themes emerged in the five interviews, although comments of participants 
indicated experience-specific differences. The four themes identified were physical 
appearance, physical performance, expressive, and extrinsic. The physical appearance 
and physical performance themes were composed of unidimensional and 
multidimensional attributes. The attributes that make up the expressive theme were 
completely multidimensional. Extrinsic should be considered as purchasing criteria and 
included both unidimensional and multidimensional attributes. 
Analysis of the focus group discussions revealed that about 37% of the total 
discussion pertained to physical appearance, while 24% of the discussion was composed 
of consumers' concerns for physical performance aspects of clothing. The expressive 
theme was important to consumers as indicated by 20% of the total discussion. 
Approximately 19% of the discussion was devoted to the extrinsic theme. Table 2 
presents the percentages of responses for the four themes and their attributes. For each 
theme, the categories are arranged in order of increasing multidimensionality. 
Likewise, within the subgroup under each category, attributes are arranged such that 
they go from unidimensional attributes to multidimensional ones. 
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Insert Table 2 about here 
Physical appearance The physical appearance theme related to the inherent, 
observable, compositional features of clothing and attributes that were ascribed to the 
product based on these inherent features. Table 2 presents the four main categories in 
this theme and the 25 attributes related to these categories. In Table 3, 14 attributes 
are unidimensional and 13 are multidimensional. Of the 37% of the discussion devoted 
to physical appearance, attributes related to styling (13%), a more abstract concept, 
were most common, followed closely by comments concerning fabric (11%), which is 
more unidimensional. The other two categories, construction (7%) and color, pattern, 
and texture (7%) had smaller percentages. When discussing styling, participants 
referred to preferences for basic styles over trendy styles. Basic styles were perceived 
to last several seasons, as illustrated by one participant who said, "I buy classic things 
because they can be worn and worn." Another participant referred to a basic style as 
"timeless fashion." Only one participant said, "I like things that are trendy and 
contemporary." Other attributes of styling important to the participants were length of 
dress, waist treatment, style of collar or neckline, distinctive features in garment 
design, and length of sleeve. 
Insert Table 3 about here 
Some consumers indicated that they preferred one-piece dress styles over two-
piece dresses. They gave reasons for their choices including, "What I have on is a two-
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piece that looks like a one-piece and I like that because sometimes I wear a different 
colored blouse that changes the look ... then I like the one-piece because it looks neat." 
Some of the participants were concerned about dress styles that had knit ribbing at 
the waistline. They equated ribbing with sweat shirts and felt that ribbed waists were 
inappropriate for expensive garments. Some explained that a ribbed waist had a 
tendency to rise and puff up under the skirt, thus affecting the total appearance of the 
outfit. The importance of ribbing was described, "If this did not have the band I won't 
hesitate; its just bulky." Two participants alluded to the need for manufacturers to 
select fabrics that are compatible with styles. 
A substantial portion (11%) of the discussion was devoted to aspects of fabrics as 
they affect appearance. The fiber content of the fabric was often a reason for choosing to 
purchase a garment or to reject it. Participants preferred 100% cotton. However they 
were divided regarding rayon. Some consumers liked rayon because of its feel and drape 
but others believed that the good appearance of rayon was offset by high cost involved in 
care. A participant said, "I have no aversion for rayon. I buy it frequently." 
Reference to garment construction comprised a small percentage of the discussion 
on appearance. Participants stated that they preferred garments that had well finished 
seams, wide even hems, extra threads that had been clipped off and removed, and buttons 
and buttonholes that were firm and well stitched. One participant pointed out, when 
discussing a dress, "Well made I would say... so often they (facing) are skimpily cut 
that the facing flips out, in these dresses they (facing) are generously cut and top 
stitched besides." 
Attributes related to color, pattern, and texture were mentioned in six percent of 
the total discussion. Participants said that the color of garments in the store or catalog 
piqued their interest and influenced them to buy. Participants implied that they had 
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specific colors in mind when they went shopping. One participant said she liked to try 
new colors, "It (skirt) was a different color. It was a hunter green and I did not have 
anything in that color so just to get a different color in my wardrobe I bought it." The 
tactile aspect of fabric as it affects appearance was rarely discussed. 
Physical performance The physical performance theme included attributes that 
are outcomes related to the physical aspects of the product. Attributes in this theme 
were instrumental types of outcomes. This theme included five categories: fabric, color, 
care, garment, and workmanship. In this theme the attributes were more 
unidimensional (19) than multidimensional (11) (See Table 3). Table 2 contains the 
categories and the attributes in this theme. 
High expectations for performance of an item was often a reason for choosing a 
garment. Across all five focus groups the most discussed category within the 
performance theme was garment performance. It comprised about 10% of the discussion 
on performance. In the portion of the discussion devoted to performance, garment fit and 
comfort of the garment style were mentioned. Poor fit of garments was a reason for 
clothes being returned. Reasons for not wearing clothes in the wardrobe were attributed 
mainly to the garment style not being comfortable. One participant stated, "The garment 
has to be incredibly comfortable" and another added, "The clothes that I wear the most 
are the ones that are comfortable; if the skirt becomes too tight or something I just quit 
wearing it." Several participants used a global term of durability for garment 
performance. Comments included, "I look for longevity, things that are durable" and 
"Durability, I think is important when I am looking for something quality." 
The care category comprised about six percent of the discussion. Participants 
preferred garments that were machine washable, did not require dry cleaning, and 
needed little ironing. Participants were apprehensive of garments that involve high cost 
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and time in care. One working mottier stated, "I don't buy anytliing that I have to dry 
clean or hand wash. I am a working mother and if it does not go into the washer I don't 
wear it." Another participant commented, "Clothes I usually wear are clothes that come 
out of the dryer looking pretty good. All I need is to press it. I don't need to iron them." 
Attributes related to fabric performance made up another five percent of the total 
discussion. The fabric performance attributes that dominated the discussion were 
related to the fabric drape, fabric warmth or coolness, fabric shrinkage when washed, 
fabric appearance after several cleanings, and fabric comfort and softness. Some of the 
participants' comments were, "It looks like it is made of fabric that is not so clingy," "I 
was wondering if the fabric would be warm enough for the coming winter," and "After 
the tenth washing, material is still going to look like it did after the first." 
The workmanship category related to consumers' concerns about seams, hems, and 
trims during use. Participants were disappointed if garment breakdown occurred too 
soon. One participant commented, "I dislike breakdowns. I don't like it if buttons fall off 
too early or seams break or whatever. I find that really frustrating." Another 
participant said, "One of the things that annoys me the very most is something that 
literally falls apart. If the seams don't stay secure or the buttons don't stay on or the 
hems fall out, that's shoddy workmanship," Few participants indicated concerns 
regarding the performance of colored garments. 
Expressive The expressive theme included attributes that evoked a certain kind 
of feeling or reaction in the user from owning and using the garment in a work or 
household context. Attributes in this theme resulted from the interaction between the 
wearer and the garment. The expressive attributes were completely multidimensional 
in nature (See Table 3). The expressive theme comprised about 20% of the total 
discussion. The categories in this theme included how the garment looked on the owner 
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(about half of comments), whether the garment was appropriate for the owner's 
lifestyle (about one-fourth), the opportunity for creativity offered by the garment, and 
whether the dress would receive compliments from others (See Table 2). 
The category called "looks good on me" refers to the impression of how the dress 
looked on the participant. Participants preferred certain styles over others based on 
their body types. One participant said, "The style of the polo dress allows me to unbutton 
(the placket) and that gives me a better line." Another said, "I have a long skinny neck, 
prominent collar bones, 1 just don't like anything that has a collar like that." A 
participant who was conscious of her figure explained, "This would really look bad on me 
because it would form the contour of my derriere." Other participants added, "I hate to 
wear belts because I have a short waist," and "There are things about style and cut that 
look better on me or less well on me. I don't look good In turtlenecks. I look better in V-
necks; that plays into my decision. Raglan sleeves are bad on me." Some participants felt 
that certain styles exaggerated or helped cover up their figure problems, "I am kind of 
chunky and stocky; there are certain things that make me look shorter and stockier." 
Some participants preferred garment colors that were complementary to their 
features. One participant stated, "You know what colors look good on you and you tend to 
gravitate towards those colors again and again." A majority of participants in one focus 
group had had their colors professionally identified and said they only shopped according 
to their colors. One of these women offered this explanation, "I am a summer because of 
my coloring. Blue, pink, red are colors I am happy with. I avoid too light a color 
because I don't want to look any larger than I have to or too bright." 
Attributes related to appropriateness to age and looking like the model were 
mentioned. Several participants indicated that they liked certain styles such as short 
skirts or low waisted dresses but considered them Inappropriate for their age. Few 
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participants indicated that wanting to bok like the model would influence them to buy the 
garment. 
Five percent of the discussion involved whether the garment was appropriate to the 
owners' lifestyles. Participants said that the garment should be appropriate for work, 
leisure, or the occasion for which it was bought. They preferred to buy new items that 
coordinated with what they already had in their wardrobes. Examples included, "I bought 
skirts that will sort of go with blouses and sweaters that I already have," or "I sort of 
bought a blue skirt which I can wear with a lot of other things I have." One participant 
said that some garments gave her confidence, "something I feel more confident wearing 
and that makes a big difference. If there is something important that day I have do or 
seems important to me I want to wear something that I feel confident in." 
Some participants agreed that they preferred clothing that gave them an 
opportunity to use their creativity or innovativeness. Participants who value 
individuality prefer clothes that have unusual colors, design, style, or fabric. One 
participant said, "sometimes I want that uniqueness, that one of a kind type of impact," 
while a few indicated they were interested in new styles or novelty styles. Participants 
said that other peoples' comments were important; some felt they needed the assurance of 
others to wear the dress again. One participant said, "One of the things that probably 
moves me one way or another is comments of other people. The things I like in my 
wardrobe are usually the things I have been complimented on when I have worn it. I tend 
to like those things better." On the other hand there were two participants who said that 
others' comments did not matter to them. They stated that feeling good and comfortable in 
the dress was the most important thing. 
Extrinsic The extrinsic theme included attributes that are not part of the product 
but are used by consumers to evaluate products and make purchase decisions (See Table 
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2). Price comprised about 8% of the total discussion of this theme; service about 5%, 
store about 4%, and brand only about 1%. Discussion on country of origin and care 
labeling was negligible. Equal numbers of attributes were classified as unidimensional 
or multidimensional (See Table 3). Participants said that price was an important factor 
that determined whether they bought the product. One participant stated, "I very seldom 
buy anything full price. I figure they are marking it up so high anyway . . . ." Some 
participants said they would not even try on the garment if the price was not right, they 
looked for sales, and normally purchased clothes after the season so that they could claim 
good bargains. One participant described how she shopped for clothes at sales, "I was 
interested in shopping specifically because there was a sale. So when I went I looked at 
the merchandise that was available and checked, a mental check against things I have to 
see what would be a good buy. What would fit in my wardrobe, what would be really 
useful to me. So it was a kind of reverse of what I would normally do when I would go 
looking specifically for a garment." Participants who bought garments at full price said 
they bought things that they could use for several years and prorate the cost over time. 
Many participants said they wanted value for the money they spent. Only a few 
participants said they chose garments that would not involve any further expense such as 
buying undergarments, special shoes, or accessories. 
Service was important to customers. Some participants said they shopped at 
specific stores because they were assured of certain service privileges. One participant 
described, "I bought a coat for my daughter one winter and the zipper broke after three 
times. I took it back to the store. They were more than happy to replace the zipper and I 
will go back again. It spoke highly of them, I thought." The attributes of service that 
were most important to consumers were wide selection and assistance from sales 
persons. One participant stated, "Depends on how the sales person approaches you too. If 
35  
all they want is to make a sale and they are not listening to what you want, then that 
turns me off and I would rather be on my own. But, if they are willing to listen to what 
you are interested in then that's great service." Other service attributes important to 
consumers were retailers providing product satisfaction guarantees and free alterations 
when consumers require It. For example, one participant said, "I like a women's store 
that will shorten pants and make some adjustments like men's stores." 
Several participants pointed out that the store type influenced their purchase. One 
participant who shops at discount stores said, "I ended up buying the coat at a discount 
shop and it had a J. G. Hook label in it and I trusted the label and so I felt I had a bargain. 
Because I felt it looked nice as if I had bought it at a different store." Store interior or 
catalog presentation were important for the participants. Some participants cared for 
branded goods. Familiarity with brands and designers was important when shopping 
through catalogs. Some participants bought clothes made in the U. S. One participant, 
after reading the catalog descriptor, said, "Something I noticed as I read, all three of 
them are made in the U. S. and that's not a big factor in my buying but it is becoming 
more of a factor." One participant who thought U. S. goods were superior to others in 
construction added, "I still tend to believe that the made in Taiwan or China things are 
the ones you snip strings off." Only one participant mentioned care labels. 
In summary, the themes and attributes that emerged from the data can be compared 
to previous studies that focused on types and categories of attributes. The attributes that 
emerged in this study parallel many of the intrinsic and extrinsic attributes identified 
or used as variables by previous researchers (Eckman et al., 1990; Hemmerick & 
Sproles, 1988; McCullough & Morris, 1980). Examples include fabric appearance, 
care, garment style, and price. The attributes that have been identified in previous 
research have tended to be broad attributes such as fabric, performance, and style. 
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However, this study grounded in consumer vocabulary provided additional detail on these 
broad attributes. For example, fabric appearance was composed of fiber content, fabric 
weight, and fabric construction or structure. The elaborated attributes generated in this 
study will be useful for future studies on consumer evaluation. 
The categorization scheme used in this study is similar to Myers and Shocker's 
(1981) and O'Neal's (1990) categorizations. The physical appearance theme coincides 
with Myers and Shocker's product referent category and O'Neal's physical attribute 
dimension. The physical performance theme is parallel to Myers and Shocker's outcome 
referent category or performance dimension established by O'Neal. The expressive 
theme is similar to the user referent category established by Myers and Shocker and was 
a composite of two of O'Neal's dimensions, aesthetic and affective. The expressive theme 
included the affect, aesthetic, and socio/psychological characteristics associated with 
clothing. Unlike Myers and Shocker's scheme that does not included extrinsic attributes, 
the present framework included these attributes because they were mentioned by 
participants in the focus groups as being important in the evaluation process. O'Neal 
also included extrinsic attributes and referred to them as a connotative dimension. 
The categorization scheme used in this study was also attentive to the 
dimensionality of attributes as suggested by Geistfeld et al. (1977). Dimensionality 
indicates if attributes are independent (unidimensional) or functionally related to other 
attributes (multidimensional). The appearance, physical performance, and extrinsic 
themes were made up of both unidimensional and multidimensional attributes. However, 
the attributes that comprised the expressive theme were exclusively multidimensional. 
Attributes and tvpes of retailing 
In order to meet the needs of catalog and store retailers, apparel attributes 
mentioned in the three parts of the focus group discussions were compared and 
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contrasted. When participants spoke generally, the discussion was not related to a 
specific type of purchase behavior situation. The part of the focus group interview when 
participants viewed catalog photos and descriptive copy to some extent parallels the 
catalog buying experience. The part of the discussion that allowed examination of the 
garments is similar to a store situation, except that the participants were unable to try 
on the garments. 
Physical appearance Concerns about attributes of physical appearance varied a 
great deal across the three parts of the discussion (Compare columns 1, 2, and 3 in 
Table 2). These attributes were most frequent when participants were examining the 
garment (59%) but less frequent when they were viewing the photographs (37%). In 
the general discussion, physical appearance was mentioned even less, or about half as 
often (28%) as when the participants were examining the garment. Under the physical 
appearance theme, it was noted that styling made up the greatest percentage of the 
discussion after examining the garment (20%) and while viewing the photographs 
(20%), but it was less than half of that in the general discussion (7%). 
There was wide variation in consumers' concerns regarding construction across the 
three parts of the discussion. Consumers' comments regarding construction were most 
frequent after examining the garments (16%). Concerns about attributes related to 
construction were only one fourth of that in the general discussion and even less, or 
about one eighth of that, in the discussion that followed viewing the photographs. 
Preferences regarding color, pattern, and texture were discussed most often after 
examining the garments (10%). They were about 6% in the general discussion but were 
very limited while viewing the photographs. Interestingly, participants' discussion of 
fabric appearance was almost equal (10-12%) across all three parts of the discussion. 
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Overall, physical appearance attributes emerged more often in the discussion when 
examining the garments, although aspects of physical appearance were mentioned in the 
other parts of the discussion as well. When examining the garments, participants 
emphasized styling, construction, fabric, and color in that order. While viewing 
photographs, they discussed styling and fabric aspects of physical appearance most often. 
In the general discussion participants discussed fabric frequently. The frequency of 
discussion on color, styling, and construction was nearly equal but more discussion was 
devoted to fabric. 
Physical performance Discussion regarding the physical performance theme 
indicated reverse findings from that of the physical appearance theme. Comments on 
performance were most frequent in the general discussion (30%), but only half that in 
the other two parts of the discussion. Discussion on care was similar as for physical 
performance overall in that it was discussed much in the general discussion but less in 
the other two parts of the discussion. Comments in the general discussion were 8%, but 
were much less numerous after viewing the photographs and after examining the 
garments. Another category that was mentioned often in the general discussion was 
garment performance (12%), but it was only about half that in the other two parts of 
the discussion. An extreme pattern was noted with workmanship. Participants discussed 
worl^manship almost exclusively in the general discussion. Concerns about 
workmanship did not arise in the discussion after viewing the photographs, and were low 
after examining the garment. Discussion regarding fabric performance was nearly the 
same in the general discussion and while viewing the photographs (5-6%). However 
after examining the garments, the discussants made fewer comments on fabric 
performance. The frequency of discussion about color perfornnance was almost the same 
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in the general discussion and after examining the garments. Color discussion was 
negligible while viewing the photographs and reading the descriptions. 
To summarize, there was variation in the frequency of comments regarding 
performance in the three parts of the discussion. In the general discussion, all 
categories were present, including garment performance, care, fabric, workmanship, 
and color, in that order. In the discussion while viewing the photographs, comments on 
fabric performance, garment performance, and care were most frequent. After 
examining the garments, the participants devoted a substantial part of the discussion to 
garment performance and care. 
Expressive For the expressive theme, discussion percentages were highest while 
viewing the photographs (27%). This differs from both physical appearance (highest 
after seeing the garments) and performance theme (highest in the general discussion). 
Expressive attributes were mentioned somewhat less often in the general discussion 
(21%) and much less often after examining the garments (12%). The category, "Looks 
good on me" followed the overall pattern, with the discussion after viewing the 
photographs at 18%, the general discussion at 10%, and after examining the garments at 
6%. Discussion regarding the category Appropriate to Life Style was more frequent in 
the general discussion (6%) than in the part of the discussion after viewing the 
photographs and examining the garments. When participants viewed photographs they 
indicated more concerns for the dress providing scope for their creativity (6%) than in 
the other two parts of the discussion. In the general discussion consumers indicated 
influence of other peoples' comments on their clothes (2%); however, others' comments 
were not mentioned at all in the other two parts of the discussion. 
In summarizing, there was some difference in the frequency of mention regarding 
the expressive theme in the three parts of the discussion. The expressive theme was 
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predominant in the discussion while participants viewed the photographs. Participants 
mentioned the need for garments to look good on them, provide scope for their creativity, 
and be appropriate for their lifestyles in all three parts of the discussion but in varying 
frequency. Comments from others were not mentioned in the discussion while viewing 
the photographs or after examining the garments. 
Extrinsic Although the extrinsic theme was discussed least in the total 
discussion it still made up a substantial part of the discussion. Discussion about the 
extrinsic factor was equal in the general discussion and after viewing the photographs 
(21%) but was approximately half of that after examining the garment (12%). 
Discussion on service issues comprised 7% of the general discussion and 5% of the 
discussion after viewing the photographs; however, it was negligible after examining the 
garments. Price was mentioned most frequently in the general discussion and after 
examining the garment but it was much less after viewing the photographs. Concerns 
about store/catalog were 8% in the part of the discussion while participants viewed the 
photographs. It comprised half of 8% in the general section and was much less frequent 
after examining the garments. Country of origin too was discussed most often after 
viewing the photographs but was negligible in the general discussion and after examining 
the garments. In the general discussion brand name was mentioned infrequently. Brand 
name was almost not mentioned after examining the garments and while viewing the 
photographs. Discussion on care labeling was negligible in the total discussion. 
To summarize, extrinsic attributes were discussed frequently in the general 
discussion and after viewing the photographs; however, the discussion on attributes 
related to extrinsic cues was much less frequent after examining the garments than in 
the general discussion or after viewing the photographs. In the general discussion the 
majority of the discussion focused on price, services offered by stores and catalogs, and 
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the store or catalog type. After viewing the photographs the participants indicated 
concerns regarding the credibility of the catalog company and discussed price and 
sen/ices. Discussion about extrinsic cues was sparse after examining the garments. The 
category that took most of the attention in this part of the discussion was price. 
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DISCUSSION 
The focus groups generated a multiplicity of attributes. The 79 apparel attributes 
that evolved in the discussion included concrete, tangible features of clothing items such 
as length of the dress, color, and fabric structure as well as attributes that were 
abstract and intangible such as durability and whether the garment looks good on the 
wearer and is fun to wear. The assortment of attributes was grouped into four major 
themes: physical appearance, physical performance, expressive, and extrinsic. The 
four themes extracted in the study were composed of unidimensional and 
multidimensional attributes. Attributes were both intrinsic and extrinsic in nature. 
Consumers' conceptualization of attributes reflected their ability to process 
information cognitively . Participants talked about physical aspects of products, how the 
physical appearance of the product would affect the physical performance, and how both 
could impact the expressive performance of the clothing item. One participant 
illustrates the use of a unidimensional attribute and then how it is mapped into more 
multidimensional attributes, "I was looking for a woolen coat that would be warm enough 
for Iowa winters, would look professional and make me look nice." Another participant 
remarked, "I like the shirt dress style plus the color is pretty. 1 like the green and its a 
60% cotton and 40% polyester which means it won't shrink, it won't lose shape. It is a 
tailored style that will look great on me." This thinking indicates that consumers are 
able to distinguish between the physical appearance of the product and its instrumental 
and expressive functions. The discussions indicated use of both unidimensional and 
multidimensional attributes by participants in cognitive processing of clothing 
attributes. Both types of attributes appear to be important to consumers in decision 
making. The unidimensional attributes, through a process of conceptualization, are 
combined to form a prediction of or inferences about multidimensional attributes. 
43  
In previous studies researchers have tended to use mainly physical appearance and 
physical performance attributes. However the high frequency of articulation on the 
expressive theme indicates that ascribed attributes also play an important role in 
consumers' choice and evaluation processes. This finding confirms Flore and Damhorst 
(1992) who found that subjective characteristics related to aesthetics were important 
in apparel quality evaluation. O'Neal (1990) also found that affective dimensions were 
mentioned by consumers of clothing. However, the full array of attributes that comprise 
the affective dimension is not known from her research since O'Neal used dimensions 
identified a priori to analyze the data rather than having the dimensions evolve from the 
discussion. 
In the general part of the discussion, the multidimensional attributes or attributes 
that require more complex thinking comprised more of the discussion than the 
unidimensional attributes. This is consistent with Johnson's (1989) findings that 
consumers represent attributes in memory at abstract levels. Discussion for the 
physical appearance theme was mainly about styling and fabric. Consumers' concerns 
about fabric, especially after viewing the photographs and seeing the garments, are 
consistent with previous findings. Eckman et al. (1990) found fiber and fabric to be 
critical elements in the phase when consumers were drawn to looking at the garment. 
The main concerns regarding physical performance were related to garment 
performance and care. Consumers' concerns about performance was also found in studies 
by Swan and Combs (1976) and Conklyn (1971). The expressive categories included 
how the garment looked on the person and if it was appropriate to the owner's lifestyle. 
Regarding extrinsic cues, people talked most about prices and services provided by 
retailers and manufacturers. 
44  
Implications for retailers 
The discussion after viewing the photographs, which parallels the catalog 
experience. Indicated that consumers are most concerned about attributes related to 
physical appearance and expressive response to the garment. When consumers viewed 
photographs, the fabric, style, garment performance in terms of fit, and how these 
would affect the expressive function were of concern to them. In tending to these 
attributes catalog designers may want to provide more written and visual information 
regarding fit. Emphasis should also be given in the catalog to fabric and style details, and 
to ways to accessorize creatively. Catalog designers could use as captions attributes 
related to the expressive theme, for example personality or individuality, that closely 
relate to the self and the psychological state of the owner. The setting of the photographs 
can be designed to enhance these expressive functions. 
In contrast, after examining the actual garments, which parallels somewhat the 
store buying situation, participants talked at length about the physical appearance of the 
garments. Discussion of performance and expressive attributes were less frequent. 
Consumers concentrated on attributes of styling, construction, fabric, and color, in that 
order. The importance of the physical appearance of garments after consumers examined 
the dresses suggests that they tend to focus on physical aspects of clothing when 
purchasing clothing in retail stores. Consumers would appear to look for tangible 
information about the garment to estimate the future physical and expressive 
performance of the garment. Store retailers may want to be selective of the merchandise 
they offer in terms of the construction of the garments. Style and fabric used for dresses 
should be appropriate for the target audience. Sales personnel should be trained to point 
out and reinforce these attributes to potential customers. Retailers should maximize 
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product information thirough advertisements and by using in-store media such as video 
recordings. 
Focus group data such as the findings from this research have some inherent 
limitations including group influence, limited number of participants, and context-
based discussion. Therefore, findings cannot be generalized. The implications that are 
suggested for different types of retailers should be considered as tentative until further 
verification of the findings can be achieved with a more representative sample, 
implications for research 
Results from this study also have implications for future research. The discussion 
on all four themes was substantial. All themes were discussed in the three parts of the 
focus groups. A broad range of clothing attributes was established that were of 
importance to the participants. 
Emphasis on the attributes varied in the general discussion versus in the more 
specific discussions of the photographs and actual garments. This suggests that 
consumers' conceptualization of clothing differs depending on the data collection situation 
and supports the finding of previous researchers (Eckman et al., 1990; Holbrook, 
1983). As proposed by Holbrook (1983) and Eckman et al. (1990), it is important for 
future research to use realistic buying situations to fully understand consumers' 
evaluation and choice processes. Previous studies have indicated that product categories 
may influence the features of the product that are used to evaluate products (Flore & 
Damhorst, 1992; Hatch & Roberts, 1985). The findings from this study suggest that 
consumers' responses regarding attributes are shaped by how we ask questions. As 
suggested by the model proposed by Eckman et al. (1990) and the findings of this study 
it is necessary for researchers to recognize that relevance of criteria varies at different 
stages of the purchase process. 
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Women's' dresses were the specific item of concentration in this study. Further 
study is needed concerning generalization of the attributes from this research to other 
product categories. This study was limited to female consumers. How male consumers 
conceptualize attributes related to their clothing warrants further study. 
A limitation of the present study is that focus group data should be interpreted 
within the context of the social setting. It is difficult to estimate how much influence 
group members had on individual members of the group. Findings from focus group data 
cannot be projected to the population and broad conclusions cannot be drawn. Further 
empirical investigations are needed to estimate completely the reliabilities of these 
themes. 
A major contribution of this research is the identification of a wide variety of 
apparel attributes related to dresses and letting themes emerge from the data. In the 
future, quantitative studies can be developed using attributes identified in this study. 
Studies that incorporate all types and levels of attributes will be useful in understanding 
the complex processes involved in the evaluation of clothing items. The classification 
scheme presented in this study could serve as a framework for future research on 
clothing choice, information processing, and quality perception studies. 
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Table 1. Attributes used In apparel evaluation studies 
Extrinsic Intrinsic 
Author Price Country 
of 
Oriqin 
Store Brand Label Value 
for 
money 
Sales­
person 
Perfor­
mance 
Physical Quality 
Compo­
sition 
Andrews 
& Valenzi 
(1971) 
• • # 
Conklyn 
(1971) 
• 
• 
• 
Gardner 
(1971) 
• # 
Szybillo 
& Jacoby 
(1974) 
• • # 
Wheatley 
& Chiu 
(1977) 
• • • 
IVIcCuilough 
& Morris 
(1980) 
• # 
Wheatley, 
Chiu & 
Goldman 
(1981) 
• • 
Jacoby & • • 
Mazursky 
(1984) 
Davis . * 
(1985) 
Hatch & 
Roberts 
(1985) 
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Table 1. continued 
Extrinsic Intrinsic 
Author Price Country Store Brand Label Value Sales­ Perfor- Physical Quality 
of for person mance Compo­
Oriqin money sition 
Sternquist • • 
& Davis 
(1986) 
Davis • • • • • • • 
(1987) 
Hemmerick « • • • • • 
& Sproles 
(1988) 
Behiing & 
Wilch 
(1988) 
Baugh & 
Davis 
(1989) 
Norum & 
Clark 
(1989) 
Morganosky 
(1990) 
Heisey 
(1990) 
Forsythe 
(1991) 
• variable used In the study. 
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Table 2. Clothing attributes: Percentages of responses for content categories 
Percentage of responses 
Themes and Attributes General 
discussion 
While 
viewing 
photos 
After 
examining 
qarments 
Total for 
session 
1. Physical appearance (28.0)^ (36.6) (59.3) (37.3) 
A. Fabric 10.2 12.2 12.5 11.1 
• Fiber content 
• Fabric weight 
Fabric construction & 
structure 
B. Color/Pattern/Texture 6.0 2.8 10.3 6.5 
• Solid color 
• Pattern or figured 
Trim, button, zipper 
coordinates with fabric 
• Tactile effect 
Q Construction 4.6 2.1 16.2 7.0 
• Plaids match 
• Wide even hems/facing 
• Seams well stitched/top 
stitching 
• Casing at waistline 
• Collar sizes the same 
• Cut on the right grain 
• Finishing of garment 
• Global evaluation 
D. Styling 7.2 19.5 20.3 12.7 
• One-piece vs two piece 
Necl<line & collar style 
Waistline treatment 
• Skirt/pant length 
Sleeve style/length 
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Table 2. continued 
Percentage of responses 
Themes and Attributes General While After Total for 
discussion viewing examining session 
photos garments 
style has distinctive features 
• Style uncluttered 
Appropriateness of top to 
bottom 
• Accessories coordinate with 
style 
Interaction of fabric with style 
Classic/basic style vs 
currently fashionable/trendy 
style 
• Global evaluation 
Physical performance (29.7) (15.6) (16.3) (23.6) 
A. Fabric 5.3 5.6 2.1 4.5 
Fabric does not shrink 
Fabric hangs well 
Fabric does not stretch out in 
wear or care 
Fabric does not wrinkle or get 
crushed 
Fabric does not soil easily 
Fabric is not itchy or irritates 
the skin 
Fabric does not form pills in 
use and care 
Fabric is soft 
Fabric provides warmth/is 
cool 
Fabric looks good after several 
washings 
Global evaluation 
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Table 2. continued 
Percentage of responses 
Themes and Attributes General While After Total for 
discussion viewing examining session 
photos garments 
B. Color 1.2 0.4 1.8 1.2 
• Color does not fade with use 
and care 
• Ironing does not leave shiny 
marks 
G Care 8.4 4.4 3.6 6.4 
• Washable 
Dry clean only 
• Cost and time involved in care 
Stains removable without 
affecting fabric 
Needs ironing 
• Easy care 
D. Workmanship 3.1 0.0 0.9 1.9 
Seams and hems are strong 
• Collars and cuffs don't fray 
Trims, zippers, buttons don't 
break in use 
Buttonholes are the right size 
Global evaluation 
E Garment 11.7 5.2 7.9 9.6 
• Garment holds shape 
Garment fits well 
• Garment is easy to put on and 
take off 
Garment has functional 
features 
• Garment is durable 
• Garment style is comfortable 
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Table 2. continued 
Percentage of responses 
Themes and Attributes General While After Total for 
discussion viewing examining session 
photos garments 
III. Expressive (21.4) (27.4) (12.1) (20.i) 
A. Looks good on me 10.3 17.8 5.8 10.5 
• Interaction of style with body 
type 
• Interaction of color with 
personal features 
Appropriateness for age and 
personality 
• Makes me lool<... 
• Global evaluation 
B. Provides scope for individual 3.4 5.6 3.3 3.8 
creativity 
• Unusual or new 
color/design/style/fabric 
• Fun and adventurous 
Global evaluation 
C. Aopropriateness to lifestvie 5.6 4.0 3.0 4.6 
Versatility 
• Appropriateness for 
work/casual/special occasion 
• Coordinates with wardrobe 
• Garment provides confidence 
• Global evaluation 
D. Comments of others 2.1 0.0 0.0 1.2 
Compliments of associates 
57  
Table 2. continued 
Percentage of responses 
Themes and Attributes General 
discussion 
While 
viewing 
photos 
After 
examining 
garments 
Total for 
session 
IV. Extrinsic (21.2) (21.2) (11.7) (18.0) 
A. Brand 
• Brand name, reputation, 
familiarity 
1.8 0.4 0.9 1.3 
B. Price 
• Full price/sale 
8.3 5.6 8.1 7.8 
• No further investments 
involved 
• Value for money 
Global evaluation 
C. Store/Catalog 4.4 8.0 0.9 4.2 
• Store type 
• Prestige associated with 
store/catalog company 
• Familiarity with store/catalog 
company 
• Store interior/catalog 
presentation 
• Convenience of shopping 
D. Country of origin 0.1 2.4 0.3 0.6 
Crafted with pride campaign 
E Care label 0.0 0.0 0.6 0.1 
• Information of care involved 
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Table 2. continued 
Percentage of responses 
Themes and Attributes General 
discussion 
While 
viewing 
photos 
After 
examining 
garments 
Total for 
session 
F. Service 
• Quick service, payment plans, 
information 
• Sales person's 
6.6 4.8 0.9 4.9 
assistance/evaluation 
• Wide selection in size, style, 
and color 
• Product satisfaction 
guarantee/alterations 
* Global evaluation 
Total 100.3 100.8 99.4 99.9 
3 Percentages in parentheses are totals for the categories under the major themes. 
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Table 3. Model of unidlmensional and multidimensional clothing attributes 
Clothing Attributes 
Dimensionality Physical Physical Expressive Extrinsic 
Appearance Performance 
Unidlmensional 
Fiber content Fabric shrinkage Brand name 
Fiber weight Fabric hang Price 
Solid color Fabric stretch Investment 
Pattern Fabric wrinkle Store type 
Plaids match Fabric soil Promotional 
Wide hem Fabric itchy campaign 
Seam stitch Fabric pill Care label 
Casing Ironing marks Quick service 
Collar size Color fade Sales person 
1 or 2-piece Washable Wide selection 
Neckline style Dry clean 
Waist finish Cost/time care 
Garment length Stain removal 
Sleeve length Ironing 
Seams strong 
Collar fraying 
Trims breakage 
Buttonhole size 
Garment shape 
Multidimensional 
Fabric structure Fabric soft Versatility Reputation 
Trim coordinates Fabric warmth Compliments Global price 
Tactile effect Fabric look Style & body type Prestige 
Garment grain Global fabric Color & personal Familiarity 
Garment finish Easy care features Store 
Global Global Appropriate for presentation 
construction workmanship age/person Convenience 
Distinctive Garment fit Makes me look... Global service 
features Garment is easy Global look Value for money 
Uncluttered style to put on/take off Unusual/new Satisfaction 
Top & bottom Garment features Fun/adventurous 
appropriate Durability Global 
Accessories Garment comfort individuality 
coordinate Appropriate for 
Interaction of occasion 
fabric & style Global lifestyle 
Classic vs Coordinates 
fashionable style Confidence 
Global styling 
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SECTION II 
CONSUMERS' PERCEPTIONS OF APPAREL 
QUALITY 
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ABSTRACT 
The purpose of this research on apparel quality was to 1) identify conceptual 
themes among a large set of apparel attributes at the expectation and post-purchase 
evaluation stages, 2) ascertain how these conceptual themes and other variables, such as 
benefits, demographics, and years of experience shopping with an apparel company, 
describe variance in overall quality at expectation and post-purchase evaluation stages, 
and 3) propose a model for consumers' perceptions of quality. Three hundred consumers 
who had placed orders for one of three dresses from Lands' End, Inc. formed the sample 
for the first mailed questionnaire. Consumers' perceptions of benefits from shopping 
with Lands' End and their expectations of the dress on 61 attributes were measured. A 
second questionnaire was mailed six weeks later to respondents who completed the first 
questionnaire. Consumers' perceptions of the performance of the dress were identified. 
Principal component analysis determined factor scores for clothing attributes and 
benefits. Regression analyses were used to estimate descriptors of overall quality at the 
expectation and the post-purchase evaluation stages. At the expectation stage perceived 
quality was described by Fabric and Garment Construction; Care, Value, and Style; 
Product and Services; and community of residence. At the post-purchase evaluation 
stage. Care, Product and Services, and Selection factors were useful in describing 
quality. A model is proposed that can serve as a framework for further studies on 
consumer evaluation of apparel. 
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INTRODUCTION 
Quality is a competitive issue of the 1990s. Consumers' exposure to a wider range 
of brands, coupled with increases in consumer affluence and sophistication, has made 
them more sensitive to the quality of goods and services (Garvin, 1988). This new 
visibility of quality is forcing companies to strive for a high level of overall product 
performance and to adopt an attitude that acknowledges the consumer. 
Apparel quality, when defined and measured from the industry perspective, tends 
to focus on physical properties that can be measured objectively. According to the 
production or manufacturer perspective, quality is "conformance to the requirements" 
(Crosby 1972, p. 17) or zero defects. This definition implies that specifications are 
available and that conformance to these will result in quality. The definition emphasizes 
technical aspects of monitoring product quality in a quality assurance laboratory within 
the apparel industry. 
A perspective that has received much interest among marketing researchers is the 
consumption or consumer perspective. Maynes (1976) defines product quality as "the 
extent to which the specimen provides the service characteristics that the individual 
consumer desires" (p. 529). This definition implies that assessment of quality occurs 
during use of the product. The consumer's viewpoint of quality is referred to as 
perceived quality and is defined by Holbrook and Corfman (1985) as the consumer's 
judgment of the product. According to them, consumers' perceived quality is humanistic, 
because people respond subjectively to objects and may have varying notions about the 
same phenomenon. 
Consumers' evaluation of a product starts at the time of purchase and continues 
actively into the post-purchase period (LaBarbera & Mazursky, 1983). Several 
empirical and conceptual studies have been conducted in the area of perceived quality. 
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Most researchers have investigated the effects of product attributes as indicators of 
quality at a specific time, usually at purchase. In order to more fully understand 
consumers' evaluation of apparel quality, researchers must design research that 
examines the consumer evaluative process at the time of purchase and follows evaluation 
through the consumption process. 
Obiectives 
This research was guided by three objectives. The first objective was to identify 
conceptual themes among a large set of apparel attributes. Conceptual themes related to 
both the expectation and post-purchase evaluation stages of consumption. The second 
objective was to ascertain how these conceptual themes and other variables such as 
demographics and years of experience with a mail-order retailer described variance in 
consumers' perceptions of quality. Demographic variables included in the quality model 
were education, income, and community of residence. The third objective was to propose 
a model for consumers' perceptions of apparel quality. 
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BACKGROUND 
In accordance with the objectives of the study, literature related to research on 
perceived quality and on perceived quality in consumption was reviewed. 
Perceived aualitv 
Previous research on perceived quality was reviewed to ascertain attributes that 
had been used by researchers and to examine effects of the attributes on perceived 
quality. The process by which consumers arrive at an overall judgment of product 
quality is an issue that has been addressed in empirical and conceptual studies. Most 
research has used either the multiattribute or the single or multicue approach. These 
approaches treat quality as a quantitatively measured response of consumers to certain 
explicit properties or characteristics of an object. An experimental setting has been 
common to many of the studies. 
In multiattribute studies, beliefs or perceptions consumers have about attributes 
of a product have been used to predict overall evaluation judgments (Fishbein & Ajzen, 
1975). Shim, Morris, and Morgan (1989) studied attitudes toward imported and 
domestic clothing and extracted four attitude factors, one of which was quality. The 
quality factor was based on the importance of apparel being long wearing, of good quality, 
and maintaining its appearance over time. 
With the cue approach, researchers have studied perceived quality by examining 
single or multiple cues related to products. Researchers who used cues approached 
product quality by manipulating objective product cues and measuring their effect on 
subjective quality judgments. Studies by Monroe (1973) and Olson (1977) suggest key 
differences between results obtained from single-cue and multiple-cue designs. 
Leavitt (1954) pioneered single cue studies and demonstrated that consumers 
impute product quality on the basis of price. Several later studies on price and quality 
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supported strong price-quality associations. McConnell (1968) reported a positive but 
non-linear relationship between price and consumers' subjective perception of quality. 
Many other researchers have continued study of the price-quality relationship in 
conjunction with variables of consumers' familiarity with the product, price levels, 
confidence, and education. Valenzi and Eldridge (1973) verified the findings of the 
price-quality relation and offered the suggestion that a consumer's lack of familiarity 
with a product may result in the use of price as a cue to quality. Lambert (1972) 
indicated that people who purchase high priced items perceive a price-quality relation 
and may view the risk of making a poor choice as undesirable. He also noted that people 
choosing low price items have lower confidence that there may be a price-quality 
association. Shapiro (1973) observed that persons with lower education levels tend to 
rely on price as a cue to quality more than do more highly educated persons. Szybillo and 
Jacoby (1974) suggested that value for the money may be a more important criterion 
than a direct price-quality relation. Most of the price-quality relationship studies have 
been on nonapparel products. 
Brand name is another single cue that has been studied extensively as related to 
quality. Brand name was found to exert strong effects upon perception of product quality 
of beer (Allison & Uhl, 1984). Davis (1985) also found that branded skirts were rated 
significantly higher on quality than nonbranded ones. However, Forsythe (1991), found 
that shoppers' perceptions of quality for shirts were not influenced by whether the shirt 
had a private, designer, or national brand name. The brand name did affect consumers' 
perception of actual price. 
Multicue studies have brought into question or contradicted the effects identified in 
single cue studies. The effect of price is seen to be sometimes strong, sometimes weak, 
and sometimes dependent on the level of other variables. Recent studies by Fiore and 
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Damhorst (1992) and ZeithamI (1988) clearly indicate that quality is a 
multidimensional construct that cannot be equated with or measured by a single cue or 
attribute. 
Multicue studies have employed both intrinsic and extrinsic cues. Jacoby, Olson, 
and Haddock (1971) demonstrated that under certain conditions intrinsic cues are more 
important than extrinsic cues in shaping judgment of quality. Studies by Flore and 
Damhorst (1992) and Szybillo and Jacoby (1974), carried out using specific 
garments, found that intrinsic cues related to aesthetic properties are as Important to 
perceptions of quality as tangible cues. However, researchers have examined extrinsic 
cues more often than intrinsic cues. Of 19 studies related to attributes of textiles, 18 
used extrinsic cues while 12 looked at the effects of intrinsic cues (Abraham & Littrell, 
1992) .  
Limitations of previous research The limitations of previous research have 
related to 1) selection of cues, 2) specificity of apparel to which research participants 
were reacting, and 3) the setting in which the research was conducted. Researchers 
working in the area of quality have examined effects of a limited number of 
predetermined extrinsic and intrinsic cues. These cues have been formulated by 
researchers; all the relevant attributes considered by consumers in the evaluation of 
quality may not have been included. In order to overcome this problem the researcher 
must incorporate attributes that are grounded in consumers' vocabulary and 
conceptualization of apparel. 
Several researchers have conducted studies on broad categories of products. Use of 
the broad abstract category of apparel leads consumers to think in general rather than 
specifics. Abraham and Littrell (1992) and Holbrook (1983) found that consumers' 
responses were different when asked to talk in general versus when asked to respond to 
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actual garments. Consumers concentrated mainly on physical appearance aspects when 
examining garments but discussed more expressive attributes such as appropriateness 
for age and personality and suitability for body type while viewing photographs 
(Abraham & Littrell, 1992). Actual sweaters evoked more sensory responses which 
were absent when discussing garments in general (Holbrook, 1983). Fiore and 
Damhorst (1992) suggest that consumers mention different attributes even within a 
product category, such as with different styles of pants. 
Much of the previous research has been conducted In an experimental setting. In 
experimental settings, responses of consumers may not be similar to responses in real 
purchase situations in which consumers have invested time and money in owning the 
product. When consumers encounter a whole array of evaluative criteria in real 
purchase situations, they may assess products differently than when in a controlled, 
restricted situation (Fiore & Damhorst, 1992). 
Perceived aualitv in consumption 
Researchers have broadly conceptualized the term "perceived quality" as a process 
that starts at time of purchase and continues actively into the post-purchase period 
(LaBarbera & Mazursky, 1983; Parasuraman, ZeithamI, & Berry, 1988). Product 
evaluation involves both objective factors derived from product performance and 
subjective components arising from the consumers' perceptual processes (Ryan, 1966; 
Swan & Combs, 1976). The term "perceived quality" encompasses both aspects of 
product evaluation. The net outcome of the evaluation process is likely to critically 
influence future purchase behavior (Cardozo, 1965; Oliver, 1980). Both 
unsatisfactory product performance and consumer dissatisfaction reduce the likelihood 
of repeat purchase and the propensity to recommend the product to others (Runyon & 
Stewart, 1987). 
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Howard and Sheth (1969) described satisfaction as "the buyer's cognitive state of 
being adequately or inadequately rewarded for the sacrifices he has undergone. The 
adequacy is a consequence of matching actual past consumption and purchase experience 
with the reward that was expected from the brand" (p. 145). The cognitive model of 
satisfaction/dissatisfaction proposes that the consumer assesses the product on various 
attributes resulting in post-consumption evaluation that affects intention to purchase or 
not purchase the product or brand in the future (Oliver, 1980). Oliver suggests that 
expectations are formulated and strengthened by the connotative and symbolic elements 
associated with products such as advertisements, brand name, package, word-of-mouth, 
and personal characteristics of the consumer. 
In summary, a variety of attributes contribute to perceptions of quality for 
apparel. At the time of purchase some attributes play an important role as indicators of 
the future performance of the product; however, as the product is being used consumers 
are able to assess the actual performance. It is these judgments that affect consumers' 
intentions to purchase or not purchase the product in the future. Previous research has 
examined perceived quality at specific times and in experimental settings. It is 
important for future research to have a broader conceptualization of perceived quality in 
order to develop models that are relevant and meaningful to retailers and manufacturers. 
The present exploratory study conceptualizes perceived quality as a process that starts 
at time of purchase and continues actively into the consumption stage. 
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METHODS 
Sample 
The participants in this study were female customers of Lands' End, Inc., a major 
mail-order retailer of apparel. Each participant had ordered one of three cotton knit 
dresses from the Lands' End catalog in April, 1991. One of the dresses was a one-piece, 
T-shirt style with a round neckline and a self-fabric sash. The second dress was a two-
piece that looked like a one-piece. It had a polo collar and short sleeves. The third dress 
was also a two-piece dress. It had three-quarter sleeves with a collar and placket. The 
three dresses were available in different size types, size ranges, and colors. The prices 
were $26.50, $38.50, and $48.50, respectively. 
A telephone screening was conducted to ascertain the customers' willingness to 
participate. A systematic random sample was drawn; every fifth customer who 
purchased one of the three dresses on a particular day comprised the sample pool. 
Thirty to forty names were drawn and contacted each day; this was the maximum number 
that could be screened by telephone in a single evening. Sampling continued until 300 
women agreed to participate. 
Instrument 
Two Instruments were developed for data collection. The first questionnaire 
measured consumers' expectations regarding the dress they had just ordered. The 
questionnaire had three sections. The first section contained five questions on shopping 
habits in general and with respect to Lands' End. Participants stated the number of 
clothing items purchased for themselves from all mail-order companies and the number 
purchased from Lands' End during the past year. The last question in this part contained 
26 benefit items related to shopping with l_ands' End. Questions on benefits were 
incorporated to understand consumers' preconceived perceptions about the company and 
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its products. Items were measured on a 7-point Likert-type scale with 1 being 
"strongly disagree" and 7 being "strongly agree". The second part of the questionnaire 
focused on the expectations of consumers regarding 61 clothing attributes measured on 
the same 7-point Likert-type scale. The final section in the questionnaire contained 
demographic questions pertaining to age, marital status, employment, education, 
household income, and residence. A question in this section asked if consumers had 
completed the questionnaire before or after receiving the actual garment from Lands' 
End. 
The expectation battery and the benefits items were composed of a wide range of 
apparel attributes that were generated using a series of focus group interviews 
(Abraham & Littrell, 1992). Focus group discussions had centered on factors that 
influenced consumers' purchase, satisfaction, and dissatisfaction with clothing. The 
apparel attributes derived from the interviews reflected consumers' conceptualization 
and vocabulary with respect to clothing items. 
The second questionnaire was developed to measure consumers' perception of the 
performance of their dresses after using them for six weeks. This questionnaire had two 
sections. In the first section, consumers were asked if they had worn the dress and cared 
for it. Participants also indicated the number of years they had shopped with Lands' End. 
In the second part of the questionnaire consumers rated the performance of the dress on 
the same 61 clothing attributes as in the first questionnaire. 
Procedure 
The screening telephone calls were conducted over a 10 day period. During the 
telephone screening, the two parts of the study were explained, the estimated time 
involved was identified, and the customers were offered a Lands' End gift certificate 
worth $10 at the completion of the study. In order to meet the goal of 300 participants. 
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it was necessary to piace calis to 419 usable telephone numbers. This resulted in a 
response rate of 72%. Eleven percent were unwilling to participate. Seventeen percent 
could not be reached even after three telephone calls made at three different times of day. 
The 300 customers who agreed to participate were mailed the first questionnaire, 
which was referred to as the purchase questionnaire. The questionnaires were mailed 
immediately upon obtaining the participants' permission, in order to ensure as much as 
possible that participants received the questionnaire before the dress arrived from the 
company. Forty-seven percent of the customers filled out the questionnaire before 
receiving the garment and fifty-three percent after receiving the dress. The response 
rate for the first questionnaire was 96%; of this, 94% was the usable response rate. 
Approximately 2% were eliminated because they had returned the dress to the company. 
The 283 participants who returned the first or purchase questionnaire were 
mailed the follow-up questionnaire, referred to as the post-purchase questionnaire. 
This questionnaire was mailed six weeks after participants received the purchase 
questionnaire. The response rate for the second questionnaire was 261 or 92.2%; of the 
261, 221 or 78.1% were usable. Approximately eight percent of those returned were 
eliminated because the respondent had not worn the dress. Six percent were eliminated 
because they had either returned the dress or because of insufficient completion of the 
questionnaires. A questionnaire was considered incomplete if 15% or more of the 
questions were left unanswered. Dillman's (1978) techniques were followed for design 
and mailing of both questionnaires; however, Dillman's final step involving certified 
letters was omitted. 
Data analvsis 
The data were analyzed in four stages in relation to the objectives of the study. The 
first stage involved inspecting the means, frequencies, and correlations for the benefit 
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items, expectation items, and post-purchase evaluation items, and other variables in the 
questionnaire. The ranges for the 61 clothing attributes were narrow. On a 7-point 
scale, the mean number of scale points used by respondents at the expectation stage was 
4. However, at the post-purchase evaluation stage the mean number of scale points used 
by respondents increased to 5. It was decided to omit items where 70% or more of the 
respondents had marked the same scale point. After initial inspection of the data for 
expectation and post-purchase evaluation items, the item related to bleaching was 
dropped because it met this criterion. Also the correlation of the bleaching item was 
very low with the other clothing attribute items. 
The second stage involved using t-tests to assess whether there were differences in 
the responses between consumers who had filled out the purchase questionnaire before 
receiving the garment and those who had completed it after receiving the garment. 
Analysis of the t-tests indicated no significant differences between the two groups. Since 
the two groups responded similarly, the data from both groups were pooled together. 
In the third stage, the expectation, post-purchase evaluation, and perceived benefit 
measures were analyzed using principal component analysis. The expectation measure 
was consumers' responses to 61 clothing attributes in the first or purchase 
questionnaire. Consumers' responses to the same 61 attributes in the second or post-
purchase questionnaire was the post-purchase evaluation measure. The benefit measure 
included 26 pre-purchase criteria that are related to consumers' decisions to buy. 
Common factor variance was estimated with unities in the diagonal and factors were 
orthogonally rotated using the SAS package (SAS users guide, 1985). Principal 
component analysis was undertaken with an attempt at item reduction and to identify 
components of expectation and post-purchase evaluation (Churchill, 1979). 
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Cattell's (1965) scree test and Kaiser's eigenvalue criterion of greater than 1 
(Kaiser & Rice, 1974) were considered when determining the number of factors to 
retain for optimal factor structure. Conceptual clarity of clusters of high loading items 
determined the final decision for the number of factors. Items loading at .40 or higher 
on a factor and with a difference of at least .20 on other factors were considered 
representative of their respective factors and were used in interpreting meaning of the 
factors. Cronbach's alpha (SAS users guide, 1985) was used to examine the reliabilities 
among the items within factors. It was decided to accept a Cronbach alpha higher than 
.60 as indicating reliability. The factor scores were subjected to Pearson's correlation 
coefficients to check the correlations among the factors. Factors were defined as discrete 
and independent if correlations were less than .70. Factor items were summed into 
multi-item scores. These scores were used for regression analysis. Weighting of items 
was not undertaken in this study. 
In the final stage of data analysis, regression models were used to identify the 
"best" estimators of overall quality. As in studies by Parasuraman et al. (1988) and 
Flore and Damhorst (1992), participants' ratings of the overall quality of the dress, a 
single global evaluation item, were used as the dependent variable. The clothing 
attribute factor scores, all demographic variables (age, marital status, employment, 
education, income and community of residence), years of experience shopping with the 
company, and benefit factor scores were entered into multiple regression for the full 
model. The GLM procedure was used (SAS users guide, 1985). The acceptable level of 
significance for all the models was p<.05. To improve the model, individual variables 
were examined. Age, marital status, and employment status were dropped from the final 
model because they had zero or negligible F values. When these variables were dropped, 
there was little change noted in other F orb values, suggesting little interaction among 
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the variables dropped and those retained. In the final model reported in this manuscript, 
overall quality of the dress, the dependent variable, was regressed against clothing 
attribute factor scores, three demographic variables (education, income, and community 
of residence), years of experience shopping with Lands' End, and benefit factor scores. 
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RESULTS 
Demographics 
The 283 respondents who completed the first questionnaire varied in age from 21 
to 84 years with an average age of 48 years. Ninety percent of the sample were 
married. Respondents who were employed outside the home made up 63.3% of the 
sample. A typical subject had a baccalaureate degree. Thirty-seven percent had incomes 
between $10,000 and $49,000 while the remaining 62 percent had incomes of 
$50,000 and over. A little over one-half of the women lived in communities with 
populations of 10,000 to 49,000 people. Two hundred twenty-one of the 283 original 
respondents completed the post-purchase questionnaire. There was no evidence that 
characteristics of the people who completed the post-purchase questionnaire differed 
from the original group that completed the pre-purchase questionnaire. 
ShoDPina Information 
The participants were regular users of mail-order retailing. At the purchase stage 
participants indicated that they purchased an average of 5.6 clothing items for 
themselves from Lands' End in the period between March 1, 1990 and February 28, 
1991. In the same period the customers bought an average of 10.4 items from all mail­
order companies combined. Customers of Lands' End indicated a high perceived benefit 
from shopping with Lands' End; 83% believed that Lands' End gives value for money. 
Ninety percent indicated that Lands' End stands behind its products. 
Factors of expectation and post-purchase evaluation 
A four-factor structure was the most meaningful solution to each of the principal 
component analyses for expectation and post-purchase evaluation and explained 64% and 
51% of the variance, respectively. 
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Expectation analysis For the expectation analysis, items in the first factor, 
Fabric and Garment Construction, related to consumer expectations regarding fabric 
softness, weight, workmanship, comfort for the season, construction, color, and stretch. 
Garment construction items included well stitched seams, button coordination with 
fabric, garment grain, neckline and collar, even hems and facings, and threads clipped. 
High loading items in the second factor. Care, Value, and Style, related to expectations 
regarding ease of care, cost and time Involved in care, and machine washability. 
Interestingly, value for money and style correlated highly with care items and appeared 
in this factor. The global evaluation of quality also factored in the Care, Value, and Style 
factor. Factor 3, Appearance on the Body, related to consumers' expectations of fit, 
drape, and suiting the body type. Finally, the fourth factor. Individuality and 
Expression, related to consumers' expectations regarding the dress being new, unique, 
enhancing creativity, having interesting features, being unusual, and receiving other 
people's comments. 
Insert Table 1 about here 
Cronbach's alpha coefficients for the expectation factors were high. They were 
.96, .90, .86, and .86 for the four factors respectively. However, Pearson's 
correlations between factors indicated high correlation (.77, .74, .74) among the first 
three factors of Fabric and Garment Construction; Care, Value, and Style; and Appearance 
on the Body. This suggested that the factors converge and the evaluations may be 
interrelated. However, for regression analysis the four individual factors were 
retained. 
7 7  
Post-purchase evaluation analysis The number of items that factored in any one 
of the four factors increased from 29 items in the expectation analysis to 39 out of 61 
items in the post-purchase evaluation analysis. Although four factors were identified in 
the expectations and post-purchase analyses, the factor content was not identical (See 
Table 2). The item, overall quality of the dress, did not appear in any factor at the post-
purchase evaluation. 
Insert Table 2 about here 
At the post-purchase stage the majority of the items related to the fabric and 
sewing unlike the expectation stage when the factor related to construction concerning 
the fabric, the sewing, and the garment. Accordingly, the name was changed from Fabric 
and Garment Construction at expectation stage to Fabric in the post-purchase stage. 
Seventy-five percent of the items that loaded in the Fabric factor were identical to those 
in the Fabric and Garment Construction factor. Three different items in the post 
purchase factor were fabric quality, durability, and fiber content. These three items 
replaced items measuring fabric softness, color, neckline/collar, and stretch in the 
expectation analysis. The Fabric factor captured a different meaning at the post-
purchase evaluation. The findings suggest that after using the dress, respondents 
cognitively appraised the garment more on fabric and sewing properties alone than on 
fabric and garment construction or style. 
The items in the second factor became more unified in content at post-purchase 
evaluation. The factor also broadened from six items at the expectation stage to eight at 
post-purchase evaluation and more clearly related to Care; hence, the factor is given a 
different name. The content of the factor suggests that the meaning of the Care construct 
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was related to fabric and garment performance after washing and the cost, time, and 
method of care involved. At the expectation stage the items that loaded for the Care, 
Value, and Style factor were more diverse in nature. Quality of the dress, the dress 
being worth the money, and the dress style were items that factored at the expectation 
stage but not at post-purchase evaluation. These more complex and global assessments 
seemed to be marginally related to care at the post-purchase stage. In contrast, several 
items related to performance during care loaded high for the post-purchase evaluation 
analysis but not for the expectation analysis. These included limp on washing, 
puckering, shrinkage, fabric condition, and colorfastness. 
The third factor for post-purchase evaluation analysis was Expressive. Fifteen 
items loaded high on the third factor and included two of the three items in the 
Appearance on the Body factor at the expectation stage. This factor captured two 
interrelated concepts of affect and aesthetics. The Expressive factor encompassed 
garment fit, appropriateness for body type, suitability of dress, others' comments, and 
scope for creativity. Two of these items, creativity and compliments of others, had 
factored in the Individuality and Expression factor for the expectation analysis. In 
contrast, classic style had loaded in the Care, Value, and Style factor for the expectation 
analysis. 
The fourth factor at post-purchase evaluation became narrow and focused on the 
distinguishable nature of the dress. At the expectation stage, it also included attributes 
of an expressive nature. Thus the name of this factor at the post-purchase stage was 
changed from Individuality and Expression to Individuality alone. In the post-purchase 
evaluation three items loaded for the Individuality factor, compared to six items that had 
factored in the Individuality and Expression factor in the expectation analysis. The items 
that were included in both analyses were newness, uniqueness, and unusual. 
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For the Fabric, Care, Expressive, and Individuality factors in the post-purchase 
evaluation analysis, the Cronbach's alpha coefficients of reliabilities were .96, .94, 
.93, and .85 respectively. The Pearson's correlations among the factors were less than 
.70 (.68, .47, .35, .60, .11, .14), indicating more divergence than at the expectation 
stage. 
Factors of benefits 
To identify salient dimensions of benefits from shopping with Lands' End, a four 
factor solution from the principal component analysis was most meaningful and 
explained 57% of the variance (See Table 3). Out of 26 items included in the analysis, 
18 items factored in one of the four factors. Factor 1, Product and Services, 
encompassed consumers' perceptions of benefits related to return policy, product 
guarantee policy, delivery time, workmanship, and reputation. A global item measuring 
consumers' perception of quality loaded strongly on this factor. The six items on Factor 
2, Accessible, referred to benefits from using the Lands' End catalog and its merchandise. 
The items that comprised this factor included catalog presentation and description, 
availability of garments made domestically, availability of accessories in general and 
specific to the garment, and prestige. The third factor. Selection, included benefits 
related to the merchandise mix such as garment fit, garment appropriateness to 
lifestyle, assortment of garment styles offered, and availability of sizes. Items in Factor 
4, Cost of Direct fvlail, had two items related to cost of purchasing through the catalog, 
including refund of postage on returns and mail and handling costs. 
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Insert Table 3 about here 
Internal reliabilities or Cronbach's alpha coefficients of factor sums were .88, 
.82, .75, and .57 for the four factors, respectively. Though conceptually acceptable, the 
last factor, Cost of Direct Mail, needs further development to improve reliability. 
Examination of the correlations among the four factors revealed that the factors were 
independent and discrete. The correlations were lower than .56. 
Descriptors of quality 
Regression models for expectation and post-purchase evaluation were examined to 
indicate estimates for the dependent variable, overall quality of the dress. Overall 
quality of the dress was a single global evaluative item that was part of the 61 attributes 
in both questionnaires. Fifteen independent variables were incorporated into the full 
model. To improve the the model, variables with extremely low F values were dropped. 
Only findings from the improved model are reported in this manuscript. The improved 
model included the four clothing attribute factors; three demographic variables of 
education, income, and community of residence; one variable on number of years of 
experience shopping with the Lands' End company; and four benefit factor scores. The 
variables that were dropped from the full model included age, marital status, and 
employment. 
Overall quality of the dress was removed from the Care, Value, and Style factor in 
the expectation analysis for purposes of regression. However, since the dependent 
variable correlated highly with the Care, Value, and Style factor it was anticipated that 
Care, Value, and Style would be significant in explaining quality at the expectation stage. 
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Expectation stage Table 4 shows the four variables: Fabric and Garment 
Construction; Care, Value, and Style; Product and Services; and community of residence 
that described most of the observed variance for overall quality at the expectation stage. 
Coefficient of determination (R2) for all 12 variables was 77% . The model was 
significant at the .0001 level. The sample size in this analysis was 171. This reduction 
from the number of usable questionnaires (221) was due to the exclusion of incomplete 
data sets by the statistical procedure employed. 
Insert Table 4 about here 
For the expectation stage, there was high significant association between overall 
quality and the Care, Value, and Style factor which was composed of content related to 
ease of care, style, cost, and method of care (b=.52). There was also a significant 
association between the dependent variable and the factor Fabric and Garment 
Construction, which included items related to fabric, garment, and style (b=.44). 
Benefits of shopping with Lands' End related to Product and Services were 
significantly associated with the overall quality (b=.13) as well. The items included in 
Product and Services factor were benefits such as stands behind product, acceptable 
delivery period, workmanship, overall quality, and reputation of Lands' End. The 
variable community of residence was classified into five categories: community under 
10,000, community 10,000 to 49,999, community 50,000 to 99,999, and 
community 100,000 to 249,999. The community over 250,000 was represented by 
the zero value for the dummy variable and served as the reference point for the other 
categories. Of the five categories only the category of people living in communities 
50,000 to 99,999 differed from people living in other communities and was significant 
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(b=-.27). The negative regression coefficient indicated that people living in the 
community of 50,000 to 99,999 (14.3% of total respondents) had rated quality lower 
at the expectation stage than people living in the other communities. This result may 
represent a Type II error. This variable needs to be verified further before it could 
have implications for targeting strategies. 
Although Pearson correlations had indicated that the three clothing attribute 
factors related to Fabric and Garment Construction; Care, Value, and Style; and 
Appearance on the Body were highly interrelated and could be collapsed, they were 
retained as individual factors for purposes of regression analysis. Interestingly, Fabric 
and Garment Construction and Care, Value, and Style, but not Appearance on the Body, 
were significant in describing overall quality. 
Post-purchase evaluation stage The regression model for post-purchase 
evaluation was significant at ^=.0001. The r2 for the model was 68%. The sample size 
for this analysis was 131 because of missing data. Table 4 indicates that one clothing 
attribute factor. Care, and two benefit factors, Selection, and Product and Services, 
described overall quality. In this stage the Care factor included items related to 
performance of fabric and care. Product and Services was composed of items related to 
company policies, workmanship, and reputation. In the expectation stage, the Fabric and 
Garment Construction factor and community of residence were significant in describing 
overall quality, but their significance was not repeated in the post-purchase evaluation 
stage. In contrast, the benefit factor of Selection had not been a good descriptor of quality 
at the expectation stage. Selection was inversely related to Lands' End benefits for fit of 
the garment, appropriateness of the garment to lifestyle, assortment of garment styles, 
and size range. 
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The regression coefficients (b) for the three significant explanatory variables 
were .63, .20, and -.17, respectively. While the Care and the Product and Services 
factors were positively associated with the dependent variable, the benefit factor of 
Selection had a negative association with the overall quality of the dress. This meant that 
consumers who viewed quality more positively had less favorable perceptions of service. 
It is difficult to explain why Selection was not significant at the expectation stage but 
was significant in the negative direction at the post-purchase evaluation stage. This 
variable too, needs further verification in research before it would have possible 
implications for Lands' End. 
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DISCUSSION 
Identifying conceptual dimensions of attributes, determining the estimators of 
quality at the expectation and at the post-purchase evaluation stages, and proposing a 
model for perceived quality were the objectives of this research. In direct mail 
purchases consumers make choices based on visual and written descriptors. Since 
choices are made without having access to the tangible product, consumers' expectations 
and assessment of actual performance play an important role in satisfaction and future 
patronage. 
Previous researchers have examined indicators of perceived quality using a small 
number of attributes in an experimental setting. This study tried to overcome some of 
the limitations by using a wide range of types of attributes. Perceived quality in this 
study was examined during an actual purchase situation. Consumers' perceptions of the 
garment were followed from the time of purchase through several weeks of product 
usage. 
One purpose of this research was to identify conceptual themes among a large set of 
apparel attributes at the expectation and post-purchase evaluation stages. This 
objective assisted in understanding how consumers conceptualize apparel attributes. An 
overall generalization from our findings is that consumers' conceptualization of 
garments changes over time as a garment is purchased and used. In both stages of data 
analysis, expectation and post-purchase evaluation, a four factor solution resulted; 
however, the items that factored together were not identical at the two stages of 
evaluation. In the expectation analysis 29 items factored in the four factors but in the 
post-purchase evaluation analysis 39 items were included. It may be possible to 
understand this difference by recalling that when respondents completed the pre-
purchase questionnaire they had only the picture or the garment, but no experience with 
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the product, upon which to base their responses. After using the actual product the 
respondents' conceptualization, as measured through the factors, included more 
attributes. Through actual usage consumers became more informed about the garment 
and the importance of attributes may have become clearer. More multidimensional 
attributes such as gives me confidence, fun to wear, and fabric is sturdy and durable 
emerged in the factors after using the product than before consumers had actual access to 
the dress. Consumers seemed to need experience with the product to completely 
conceptualize some complex, multicomponent attributes that are important and 
meaningful to them. 
At the expectation stage, before consumers had used the garment, conceptualization 
of the four factors was limited to a small number of rather diverse attributes; however, 
with use and care of the dress, consumers' familiarity with the product contributed to 
themes that were, in most cases, more focused and unified. At the expectation stage, the 
Fabric and Garment Construction factor related to fabric, sewing, garment construction, 
and style. Fabric at post-purchase evaluation was focused more on fabric and sewing 
alone. Consumers had a very diffused conceptualization of Care, Value, and Style at the 
expectation stage; however after using the product, consumers' conceptualization of Care 
was more focused on the fabric and the type and amount of care involved. The 
Individuality factor at the post-purchase evaluation analysis was based solely on the 
distinguishable and unique nature of the dress; however, at the expectation stage the 
items that factored together related both to uniqueness and to expressive attributes. 
During expectation, the Appearance on the Body factor meant looking good on the body 
type; however, this factor at post-purchase evaluation stage broadened in meaning with 
respect to the types of attributes included in the factor. The attributes that made up this 
factor were gives confidence, color looks good, dress is fun to wear, and appropriate for 
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personality. The Expressive factor was composed of both affect and aesthetic attributes 
with greater emphasis on affect attributes. 
From the 60 clothing attributes included in the factor analyses, 15 items did not 
emerge in either the expectation or post-purchase evaluations. They included such 
attributes as fabric pilling, wrinkling, static charge, and irritating the skin. The items 
that did not factor in either evaluation need further investigation. These items might or 
might not emerge as major concerns to consumers If the post-purchase evaluations are 
done after a more extended period of several months of product use. 
A second purpose of the research was to ascertain how conceptual themes and other 
variables such as benefits, demographics, and years of experience shopping with an 
apparel company explain variance in overall quality at expectation and post-purchase 
evaluation stages. The findings indicated some difference in estimation of quality at the 
two stages. In the expectation stage. Fabric and Garment Construction described quality. 
This finding provides further confirmation to previous research. Flore and Damhorst 
(1992) also found appearance of fabric, especially as related to feel and weight, to be 
useful in describing quality. According to Davis (1985), construction of skirts was 
important in assessing skirt quality. 
The factors containing care items described quality at both expectation and post-
purchase evaluation stages, although the meaning was different in the two analyses. The 
importance of care as a contributor to quality is consistent with Swan and Combs' 
(1976) findings. They indicated that instrumental i.e., physical performance 
requirements have to be met or dissatisfaction occurs. Interestingly, McCullough and 
Morris (1980) also found care properties related to children's clothing to be an 
important indicator of quality. 
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Appearance on the Body, Individuality and Expression, Expressive, and 
Individuality factors did not contribute to assessment of quality at either stage of 
evaluation. Possibly, these factors did not describe quality because consumers of Lands' 
End may not be considering these factors when choosing to shop with Lands' End. Lands' 
End, Inc. has long targeted its audience based on classic or basic styles and on appearance 
and performance of products. Items measuring characteristics often associated with 
l_ands' End were included in the Fabric and Garment Construction factor and the two 
factors incorporating care items. 
A final purpose of this research was to propose a model for consumers' perceptions 
of quality. The model is based on two assumptions: 1) the evaluation process has two 
stages, expectation and consumption and 2) the consumer actively engages in assessing 
the product during the entire consumption process. Figure 1 illustrates the model for 
perceived quality. The model indicates the Quality segment with an arrow representing a 
time dimension going from the left to right. Starting from the left side of the model, 
consumers' assessment of the quality of the dress at the time of purchase is shown. The 
quality assessment is based on variables of Fabric and Garment Construction; Care, 
Value, and Style; Product and Services; and community of residence. The positive or 
negative sign associated with the dimension indicates if the factor is positively or 
negatively related to the dependent variable of quality. The characteristics of garment, 
fabric, and appearance around Fabric and Garment Construction contribute to defining 
the variable. Care, Value, and Style is composed of items related to classic style, ease of 
care, cost and time involved in care, and worth. Product and Services is made up of 
policies, reputation, and workmanship. Community size is included because people in 
communities of 50,000 and 99,000 assessed quality lower but this finding needs 
further examination. Moving to the right, or six weeks in time, at the post-purchase 
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evaluation stage quality was explained by Care, mainly to do with upkeep and fabric. 
Selection, with characteristics of fit, lifestyle, and store assortments, was negatively 
associated with quality. Product and Services was the same concept as in the expectation 
stage. Overall, the model illustrates that evaluations at pre-purchase and consumption 
stages vary. Different factors are significant in describing quality at the two stages of 
evaluation. Apparel attributes that are important to consumers in defining quality vary 
following consumption and use over time. 
Insert Figure 1 about here 
The findings from this study have implications for future research. This 
exploratory study employed a new approach to evaluate consumers' perceptions of 
apparel quality over time and thus opens avenues for future research related to sample 
composition, method, factor clarification, and analysis. The present study was limited to 
a sample of consumers from one mail-order company. It would be interesting to identify 
factors that are meaningful for customers of another mail-order company, especially 
one that uses different promotional strategies. This would allow the present model to be 
tested. Studies could also be done measuring perceptions over more than a six-week 
period of use, employing a male population, and varying the product category under 
study. 
A confirmatory factor analysis instead of an exploratory one can be undertaken to 
investigate whether the four factors of clothing attributes extracted in this study are 
exclusive or if the items can be further reduced to fewer factors. Stepwise regression 
analysis and r2 maximum procedures can be used to do more exploratory regression 
analysis. In this study items that did not factor were not incorporated into the 
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regression model. In future studies some of the items that were eliminated could be 
included to examine their effect on quality. Also rigid, statistical techniques such as path 
analyses may be used to examine the proposed model. For this study, a single global item 
of overall quality was used as the dependent variable. It is also possible to establish an 
index of quality and use the index as the dependent variable. 
In summary, this study described evaluation of an actual garment at two points in 
time, at the expectation stage and at the post-purchase evaluation stage. Results 
indicated that consumers evaluated quality differently at the time of purchase than after 
using the product for some time. It was noted that during use consumers' 
conceptualization of fabric, care,and individuality became focused; however, the 
Expressive factor broadened in meaning. Quality for the dress was also described 
differently at the two stages of evaluation. A model conceptualizing these changes has 
been proposed for future research. 
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Table 1. Factors for analysis of expectations 
Factor Title and Items Item loading 
1. Fabric and Garment Construction 
The fabric will be soft. 
The seams will be well stitched. 
The color of trims, buttons, zippers will coordinate with 
the fabric. 
The fabric will be well made. 
The dress will be cut on the right grain. 
The dress will be the color I anticipate. 
The neckline/collar style will be what I anticipate. 
The fabric will be comfortable for the season. 
The fabric construction will be what I anticipate. 
The dress will be well finished on the wrong side. 
The fabric will not stretch out in use and care. 
The fabric will be the weight I anticipate. 
The dress will have even hems and facings. 
The excess threads will be clipped off 
Percent variance = 12.59 
Alpha score = .96 
Mean score = 6.385 
0.75 
0.74 
0.73 
0.73 
0.72 
0.71 
0.71 
0.70 
0.67 
0.66 
0.66 
0.61 
0.61 
0.55 
2. Care, Value, and Style 
The overall quality of the dress will be good. 
The dress will be easy to care for. 
The dress will be worth the money. 
The cost/time involved in care will be minimal. 
The dress will be a classic style. 
The dress will be machine washable. 
Percent variance = 10.14 
Alpha score = .90 
Mean score = 6.433 
0.68 
0.65 
0.62 
0.62 
0.61 
0.61 
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Table 1 continued 
Factor Title and Items Item loading 
3. Appearance on the Body 
• The style will look good on my body type. 
• The fabric will drape well. 
• The dress will fit well. 
Percent variance = 8.11 
Alpha score = .86 
Mean score = 6.173 
0.65 
0.64 
0.64 
4. Individuality and Expression 
The dress will be a new style. 
The style will be unique. 
The dress will be an unusual style. 
The dress will provide opportunity for my own creativity. 
The style will have interesting features. 
The dress will receive compliments from others. 
Percent variance = 7.61 
Alpha score = .86 
Mean score = 5.079 
0.81 
0.76 
0.75 
0.67 
0.67 
0.61 
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Table 2. Factors for analysis of post-purchase evaluations 
Factor Title and Items Item loading 
1. Expressive 
The dress gives me confidence. 
The color looks good on me. 
The dress is fun to wear. 
The style looks good on my body type. 
The dress provides opportunity for my own creativity. 
The dress is appropriate for my personality. 
The dress is currently fashionable. 
The dress fits well. 
The dress is appropriate for my age. 
The dress has received compliments from others. 
The dress can be dressed up and down when required. 
The dress covers up my figure problems. 
The dress is a classic style. 
The dress is an interesting color. 
The dress is versatile. 
Percent variance = 9.94 
Alpha score = .93 
Mean score = 6.050 
0.78 
0.75 
0.73 
0.66 
0.64 
0.64 
0.62 
0.60 
0.60 
0.56 
0.56 
0.53 
0.51 
0.50 
0.48 
2. Fabric 
• The seams are well stitched. 0.74 
• The excess threads have been clipped off. 0.70 
• The overall quality of the fabric is good. 0.67 
• The fabric is sturdy and durable. 0.66 
• The fabric construction is what I anticipated. 0.66 
• The dress is well finished on the wrong side. 0.64 
• The fabric is the weight I anticipated. 0.57 
• The fiber content of the fabric is what I anticipated. 0.57 
• The fabric is comfortable for the season. 0.55 
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Table 2. continued 
Factor Title and Items Item loading 
Tlie color of trims, buttons, zippers coordinates with the 
fabric. 
The dress has even hems and facing. 
The dress is cut on the right grain. 
The fabric is well made. 
Percent variance = 9.30 
Alpha score = .96 
Mean score = 6.437 
0.54 
0.53 
0.52 
0.52 
3. Care 
The fabric has not become limp after washing. 
The cost/time involved in care is minimal. 
Seams do not pucker on washing. 
The dress is easy to care for. 
The fabric has not shrunk beyond what I expected. 
The fabric is colorfast. 
The dress is machine washable. 
The fabric has remained in good condition after several 
cleanings. 
Percent variance = 8.07 
Alpha score = .94 
Mean score = 6.333 
0.89 
0.84 
0.83 
0.78 
0.74 
0.73 
0.68 
0.66 
4. Individuality 
• The dress is a new style. 
• The style is unique. 
• The dress is an unusual style. 
Percent variance = 3.54 
Alpha score = .85 
Mean score = 4.054 
0.72 
0.71 
0.68 
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Table 3. Factors for analysis of benefits 
Factor Title and Items Item loading 
1. Product and Services 
Stand behind product 
Return policy 
Speed of delivery 
Overall worl<manship 
Overall quality 
Reputation 
Percent variance = 5.02 
Alpha score = .88 
Mean score = 6.303 
0.79 
0.78 
0.72 
0.70 
0.66 
0.53 
2. Accessible 
Other accessories available 
Garments made in U.S.A. 
Garments available with accessories 
Catalog descriptors 
Prestige 
Catalog presentation 
Percent variance = 4.58 
Alpha score = .82 
Mean score = 5.323 
0.73 
0.66 
0.65 
0.64 
0.63 
0.60 
3. Selection 
• Garment fit 
• Garment appropriate to lifestyle 
• Assortment of garment styles 
• Size range 
Percent variance = 3.70 
Alpha score = .75 
Mean score = 5.755 
0.75 
0.67 
0.61 
0.57 
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Table 3. continued 
Factor Title and Items Item loading 
4. Cost of Direct Mail 
• Refund postage on return 0.84 
• Mail/handling fee 0.56 
Percent variance = 1.73 
Alpha score = .57 
Mean score = 5.198 
99 
Table 4. Regression analysis for expectation and post-purchase evaluation stages 
Independent variables n df b SS 
(partial) 
F B>f 
1. Expectation 171 
• Fabric and Garment 1 0.437 4.62 33.58 0.0001* 
Construction 
• Care, Value, and Style 1 0.523 7.47 54.29 0.0001* 
• Appearance on Body 1 -0.002 0.00 0.00 0.9719 
• Individuality and 1 -0.051 0.27 1.93 0.1671 
Expression 
• Education 6 
-
0.62 0.75 0.6085 
• Income 4 - 0.40 0.74 0.5684 
• Community of residence 5 -0.270 1.62 2.36 0.0428* 
• Years of prior experience 1 -0.015 0.25 1.82 0.1792 
• Product and Services 1 0.131 0.85 6.16 0.0142* 
• Accessibility 1 -0.042 0.14 1.05 0.3083 
• Selection 1 -0.056 0.20 1.48 0.2252 
• Cost of Direct IVIail 1 -0.021 0.10 0.73 0.3933 
Total SS = 88.76 
R-square= 77.2% 
Intercepts 0.411 
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Table 4. continued 
Independent variables n df b SS F P>F 
(partial) 
II. Post-purchase evaluation 131 
• Fabric 1 1.003 0.28 1.48 0.2260 
• Care 1 0.630 8.22 44.05 0.0001* 
• Expressive 1 0.104 0.48 2.55 0.1130 
• Individuality 1 -0.039 0.27 1.44 0.2321 
• Education 6 - 1.06 0.95 0.4621 
• Income 4 - 0.32 0.42 0.7911 
• Community of residence 5 
-
0.71 0.77 0.5766 
• Years of prior experience 1 -0.008 0.05 0.29 0.5888 
• Product and Services 1 0.202 1.71 9.18 0.0030* 
• Catalog 1 0.260 0.04 0.24 0.6231 
• Selection 1 -0.168 1.27 6.83 0.0102* 
• Cost of Direct Mail 1 0.011 0.02 0.11 0.7423 
Total SS =65.26 
R-square=68.2% 
lntercept=1.009 
*û<.05. 
Figure 1. Model for consumers' perception of apparel quality 
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RESEARCH OVERVIEW AND FUTURE DIRECTIONS 
Summary 
The present research was conducted to examine consumers' conceptualization of 
attributes and to investigate the role of the attributes in perceptions of quality. This 
research (a) identified and classified attributes with regard to purchase and use of 
apparel products, (b) compared the relationship of expectations of attributes at time of 
purchase with perceptions of attributes after use of the product, (c) examined how 
conceptual themes and other variables such as demographics and prior expectations 
contributed to consumers' perceptions of quality, and (d) proposed a model for 
consumers' perceptions of apparel quality. 
Focus group interviews were conducted in four towns in Iowa. The goal was to 
elicit a range of attributes used by consumers during the purchase and use of apparel 
products. The focus group format was designed to encourage respondents to discuss 
clothing attributes in general, after viewing photographs of three women's knit dresses 
from a catalog, and after examining the actual garments. Consumers who comprised the 
focus groups were females in the age group 25 to 54 years, had at least a college degree, 
and were professionally employed. The consumers responses' were analyzed using 
content analysis. 
In a follow-up quantitative study, a three-stage procedure was used to examine 
consumers' perceptions of quality. The respondents were customers of Lands' End, a 
major mail-order retailer of apparel. Customers who had placed an order for any one of 
three knit dresses were invited to participate by telephone. Participants who agreed to 
participate in the two-part study were mailed the first questionnaire, which was 
designed to elicit expectations on 61 clothing attributes, benefits from shopping with 
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Lands' End, demographics, and shopping habits. After six weeks, the same respondents 
filled out the second questionnaire that measured consumers' perceptions of performance 
of the dress on the same 61 attributes. In addition, information on use and years of 
prior experience were gathered. The consumers' responses on expectation and post-
purchase evaluation were subjected to principal component analyses. Perceived quality 
was examined using regression analysis. Overall quality at the two stages of expectation 
and post-purchase evaluation were regressed against four factors scores of clothing 
attributes, demographics, years of experience, and four factors of benefits. 
The focus group interviews unfolded a large number of attributes that are 
important to consumers. These attributes provide a basis for future research on 
clothing evaluation studies. Previous studies on perceived quality considered limited 
attributes. This research used an array of clothing attributes and benefits to estimate 
quality at two points in time, at the time of purchase and after using the garment. 
Focus group interviews The apparel attributes that evolved in the three-part 
discussion, general, while viewing photographs, and after examining garments, included 
both tangible and ascribed attributes. The seventy-nine attributes grouped into four 
major themes: physical appearance, physical performance, expressive, and extrinsic. 
The attributes in the four themes were further categorized based on dimensionality of 
the attributes. It was noted that physical appearance, physical performance, and 
extrinsic were comprised of both unidimensional and multidimensional attributes but 
expressive attributes were mainly multidimensional. 
The attributes mentioned in the three parts of the discussion were further 
analyzed. The part of the focus group inten/iew when participants viewed catalog photos 
and descriptive copy parallels somewhat the catalog buying experience and the part of 
the discussion that permitted examining the garment was similar to the in-store 
104 
situation. The frequency of the discussion regarding apparel attributes varied greatly in 
the three parts of the discussion. In the general discussion, participants focused more on 
multidimensional attributes related to physical performance. They were most concerned 
about garment performance in terms of the garment fitting well, being comfortable, 
being easy to put on and take off, having functional features, and being durable. In 
addition the attribute related to care was also of concern. These findings from the 
general discussion are in keeping with what Johnson (1989) found in his study on 
attributes. He found that people tended to talk more about benefits and functions of 
clothing when discussing clothing in general. 
The second part of the discussion took place while the participants viewed the 
photographs. At this stage participants emphasized aspects of clothing related to the 
expressive theme. Physical performance was discussed to a lesser extent, probably 
because the photographs tended to focus the participants' evaluation on aspects such as 
style and how the style would suit them, i.e. the expressive theme. 
The discussion about attributes after examining the garments was focused 
primarily on the physical appearance of the garments. Participants scrutinized the 
garments and discussed style features, construction, fabric, and color. The discussion on 
the other themes was minimal indicating that when consumers are given tangible objects 
they tend to focus their attention on the concrete features. The differential discussion 
across the three parts of the focus groups conforms with Hoibrook's (1983) findings 
that the presence or absence of stimuli affected the kind of attributes that consumers 
mentioned. 
Findings from the focus group interviews have implications for store and mail­
order retailers. It is important for retailers to be aware of apparel attributes that 
consumers consider while assessing clothing items. How consumers assess clothing 
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items is important information for retailers and marketers to use in better meeting the 
needs and wants of consumers. In a highly competitive apparel market, retailers can 
survive and grow only by meeting or exceeding consumer expectations regarding the 
product's appearance, and its instrumental and expressive performance. 
Perceived quality Attributes from the focus groups were selected for future 
examination based on their applicability to the dresses under study and the Lands' End 
company. Consumers' expectations on 61 of the attributes at the time of ordering were 
measured using a purchase questionnaire. Their perceptions of the dress's performance 
on the same attributes after using the dress for six weeks were measured using the post-
purchase questionnaire. Both expectations and post-purchase evaluations were 
subjected to factor analysis using principal component and regression analysis. 
The principal component analysis elicited four conceptual factors at both stages of 
data collection; however, the attributes that factored together varied at the two stages of 
analysis. At the expectation stage the factors were: Fabric and Garment Construction; 
Care, Value, and Style; Appearance on the Body; and Individuality and Expression. 
Factors that emerged at the post-purchase evaluation stage included: Expressive, 
Fabric, Care, and Individuality. At the expectation stage, before consumers had used the 
garment, conceptualization of the four factors was limited to a small number (29 items) 
of diverse attributes; however, with use of the product, consumers' familiarity with the 
product contributed to an increased number of attributes (39 items) and a greater focus 
in the meaning for the factors. More attributes appeared to become important to the 
consumers as they started using and becoming more familiar with the garment. 
Regressions were run in order to estimate consumers' perceptions of quality at the 
expectation and post-purchase evaluation stages. For regression, the dependent variable 
was a global evaluation measure, overall quality of the dress. The descriptors of quality 
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at expectation and post-purchase evaluation indicated some similarity and some 
difference. The Product and Services benefit factor described quality at both stages. The 
other variables that were significant in describing quality at the expectation stage were 
Fabric and Garment Construction; Care, Value, and Style; and community of residence. 
Besides Product and Service, at the post-purchase evaluation stage the descriptors of 
quality were Care and Selection. 
A model has been proposed based on the findings. The model suggests that attributes 
important to consumers vary at purchase and consumption stages. The variables that are 
significant in describing quality also vary at the two stages indicating the dynamic 
nature of perceived quality. The model has implications for retailers. While the 
specific findings in this study are limited to the Lands' End products the methodology may 
be used by other retailers to monitor expectations of customers and their evaluations 
after using the product. The information can help retailers and manufacturers to design 
informative promotional campaigns and advertisements using appropriate concrete 
attributes such as color or style, and abstract attributes related to instrumental and 
expressive factors. Mail-order retailers can attract customers by using appropriate 
pictures with informative descriptors. 
Future Directions for Research 
The present study presents a model which serves as a framework to better 
understand consumers' evaluation of product quality. The current study provides a rich 
agenda for future research. 
First, research in validating aspects of attributes and themes or dimensions is 
needed. While this study revealed the themes related to dresses, research is needed to 
establish whether the themes transcend to other apparel categories. Additional research 
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in this area would determine whether the themes evoived for dresses couid be expanded 
or coiiapsed. It is possible that conceptualization of clothing attribute themes may vary 
with time of use for the product. Thus a study with a longer time frame is necessary to 
validate the current findings. 
Second, studies are needed that would have implications for market segmentation 
and marketing strategies. Studies need to be undertaken to examine usefulness of 
consumer segmentation based on expectations of apparel quality. Female consumers 
formed the population for this study. In the future, male consumers could be studied to 
understand how they evaluate the quality of products. It is necessary to identify factors 
that may be meaningful to customers of other mail-order companies, especially 
companies with different promotional strategies than Lands' End. 
Third, in consumer behavior research, an important endeavor is to understand how 
consumers process information. One possible direction for research in this area is to 
use different types of attributes such as concrete attributes and abstract attributes, and 
different levels of attributes such as multidimensional and unidimensional to investigate 
the ways consumers combine information and why they evaluate a product in a 
particular way. 
Finally, to make the transition from model to theory, it is necessary to investigate 
broader issues, such as the relationship of perceived quality to willingness to buy, 
patronage behavior, consumer preferences, and value. 
In summary, this research established attributes, themes, and descriptors of 
quality. Future research should be directed towards understanding components of quality 
as an interactive whole. Research is needed related to validation of themes for clothing 
attributes, instrument purification, market segmentation and strategies, and consumer 
evaluative processes. 
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113 
October 15, 1990 
Ms. 
Dear : 
"Consumers' Perception of Apparel Quality" is a research project being conducted in 
the Department of Textiles and Clothing at Iowa State University. This Project is 
attempting to gain information about how consumers judge apparel products during 
purchase and use. The objectives of this research are to identify the attributes used 
by consumers with regard to purchase and use of ready-to-wear garments, to 
examine the relative importance of these attributes to the consumer, and to compare 
the relationship of expectations at time of purchase with the perception of apparel 
after use. This study will be carried out in three stages. The first stage involves 
conducting focus group discussions to elicit attributes of products used by consumers 
at purchase and during use. Using the data from the focus group discussions, 
questionnaires will be developed to measure apparel attributes. These 
questionnaires will be mailed to a national sample of consumers in the next two 
stages in the project, the pre-purchase and post-purchase stages. 
The benefits of this research to consumers are two-fold: 1) to provide information 
to retailers and manufacturers in order that they can design better products, 
implement realistic quality assurance programs and develop promotional campaigns 
that are useful to consumers, and 2) to foster future research that will continue to 
consider issues relevant to consumers. 
We are currently in the first stage of the project. We will be conducting focus group 
discussions in four Iowa towns. Focus groups are moderately structured group 
discussions about a specific topic with 8-10 participants, and led by a moderator. In 
these discussions, we will collect information about attributes that are considered by 
consumers at different stages of purchase and use. 
We have selected Marion as one of the four communities where we would like to 
collect data. We are asking your cooperation to help identify apparel consumers in 
your community. We will make all of the actual contacts and arrangements with the 
people you suggest. The following is a list of characteristics which we would like to 
use to select the consumer participants. 
1. Female 
2. Ages 25 - 54 
3. Married or Single 
4. Educated with at least a college degree 
5. Professional employment 
6. Do not include clothing retailers 
For the focus group in your community we would like to have 8-10 participants, so 
please list 12 women, as we know some women you suggest may not be available on a 
specific date. We will video and audio-tape the session and later the tapes will be 
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transcribed for data analysis. We will assure all participants complete 
confidentiality. No information we receive from the groups will be identified with 
any individuals. Please send the list of names including their phone numbers and 
addresses to Rae Reilly by October 28. 
We hope that you will be able to assist us. We will call you later in the week to 
answer any questions you may have and to get suggestions on a suitable place to 
conduct the focus group discussion. We hope to schedule the focus groups between 
November 1 and 20. 
Sincerely 
Rae Reilly 
Extension Specialist 
Textiles & Clothing 
Mary Littrell 
Professor 
Textiles & Clothing 
Liza Abraham 
Graduate student 
Textiles & Clothing 
cc: JaneAnn Stout 
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December 3, 1990 
Ms. 
Dear : 
Thank you for assisting us with the research project entitled "Consumers' Perceptions of 
Apparel Quality" by providing names of potential participants in your community. We 
also appreciate being permitted to use the facility of the extension office in Mason City 
for the focus group discussion held on November 12, 1990. 
We are very pleased with the outcome of the discussion. Participants we contacted were 
very cooperative in attending and providing us with the necessary information. 
Thank you again for all your assistance. 
Sincerely, 
Liza Abraham 
Graduate Student 
Textiles & Clothing 
Mary Littrell 
Professor 
Textiles & Clothing 
CO: Jane Ann Stout 
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Telephone Protocol 
Interviewee Name Date 
Address 
Phone ( ) 
Hello, my name is Liza Abraham. I am calling from the Textiles and Clothing Department 
at Iowa State University where I am working on a research project with Dr. Mary 
Littrell. 
We are asking selected women on the I.S.U. campus to join us for a discussion about 
criteria used by consumers during purchase and use of apparel products. The discussion 
will be at noon on October 27 in 313 MacKay, I.S.U. and will last only over the noon 
hour. Refreshments will be served. 
Would you be willing to join us? 
If yes, I will be sending you a letter confirming the Information. Should I use the 
address of ? 
If you have any questions or need to cancel the participation please call the office at 
(515) 294-2628. Thank you very much. 
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Letter of Invitation 
November 2, 1990 
Dr. 
Dear , 
Thank you for accepting our invitation to attend the discussion on consumers' 
decision process related to apparel. The discussion will be held in 313 IVIacKay on 
November 7, 1990. 
We wiil start with refreshments at 12 o'clock. The discussion will begin 
immediately and will conclude by 1:00 p.m. 
The success and quality of our discussion is based on the cooperation of every person 
who attends the session. We have invited a limited number of persons for this 
discussion and therefore your attendance at this meeting is very important. 
The discussion group you will be attending will be composed of female consumers 
living in Ames. We wiil be discussing the attributes consumers consider with regard 
to purchase and use of clothing items. We're video recording the session because we 
don't want to miss any of your comments. The tapes wiil be reviewed only by the 
researchers involved in the research here at ISU and the apparel company funding 
the research. Findings from the focus groups will be used in my Ph.D. dissertation. 
Participation during the course of the discussion is voluntary. You are not required 
to discuss topics about which you feel uncomfortable. Your comments will be kept 
confidential. 
If for some reason you are unable to attend, please call me and let me know as soon as 
possible. My phone number is 294-9486 or you may call the T&C office at 4-2628 
and leave a message. 
We are looking forward to seeing you on November 7. 
Sincerely, 
Liza Abraham 
Graduate Student 
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Moderator Guide 
Opening Statement 
Good afternoon and welcome to our session. Thank you for taking the time to join our 
discussion on consumers' decision process. My name is Liza Abraham and I am a graduate 
student in the Textiles and Clothing Department. Assisting me is Dr. Mary Littrell also 
from the T & C Department. We are attempting to gain information about characteristics 
used by consumers during purchase and use of clothing items. We have invited persons 
from different backgrounds and situations to share their perceptions and ideas. We are 
interested in your opinion because you are representative of U.S. consumers. The 
findings from the focus group will form one part of my Ph.D. dissertation. 
Today we will be discussing the characteristics of clothing that are important when 
consumers make the decision to buy. We will also discuss characteristics that affect 
satisfaction or dissatisfaction with the garment. There are no right or wrong answers 
but rather differing points of view. Please feel free to share your opinion even if it 
differs from what others have said. You should feel free to refrain from discussing any 
topic about which you feel uncomfortable. 
Before we begin let me remind you of some of the ground rules. This is a research 
project. No sales or solicitations will be made. Please speak up but only one person 
should talk at a time. We're tape recording and video recording the session because we 
don't want to miss any of your comments. The audio tape recording will be erased after 
publishing the research. 
We'll be on a first name basis this afternoon and in our reports there will not be any 
names attached to the comments. You are assured of complete confidentiality. We would 
like you to keep our discussion confidential as well. The session will last for about an 
hour. Feel free to help yourself to cheese and grapes at any time. 
Let's begin. There are name cards on the table in front of you to help us remember 
each other's names. 
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Discussion Questions 
I. General Discussion 
Q-1 Let's start by going around the table and each one telling us about the last 
time you shopped for clothing for yourself in a store or through catalog. 
Q-2 What did you consider while you were thinking about whether to buy? 
Q-3 What was it about the specific garment that made you buy it or not buy it? 
Now we will talk about your reaction to clothing items in general after you have used 
them for a while. 
Q-4 What are the reasons you like or dislike the clothing items after you have 
used them? 
Probe for like and dislike 
Probe if idea has not come up: How does other peoples' reaction to the 
garment affect your opinion of the garment? 
Q-5 Describe characteristics of an ideal clothing item for yourself? 
Q-6 What does clothing quality mean to you? 
Probe if idea has not come up: How do services offered by retailers and 
manufacturers affect your perception of clothing quality in the store or if 
you are using mail-order? 
II. Discussion while viewing ohotoaraphs 
Q-7 What is it about these dresses that would influence you to buy them or not 
buy them? 
III. Discussion after examining the actual garments 
Q-9 What is it about these dresses that would influence you to buy them or not 
buy them? 
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Photographs Used in Focus Group Sessions 
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A. iVew'ïwill Shirtdress 
Easy-care coUon-MO'r p(jlyfshT 
makes our new office dress easy lo iiv<; 
with, 'rius clean-lined, one-piece style 
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Other better tailoring features iiu hide 
horn-type buttons a I the front ctdsure, 
one-button cuffs, .shoulder pads, and 
ebslicized waist. Has a fabric belt, not 
shown; belt shown hert- sold on (i.i.i;e 12. 
Unlined. Machine wash. Made in USA. Hunlrr, Burfiundy. S'uty, Khaki. Hha-h. 
Women's Rej^ular (.'l.'l' I'loro w.nsi ) in 
even sizes (v IH. 17 
I'elile Cil I" from waist) in even sizes I -16. 
ii!:;:i-7Qii ' 59.(10 
Tall Cit)' from waist) in even sizes ID-IN, 
I 
' h 
1 
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Closing Remarks 
The purpose of our meeting this afternoon was to discuss the characteristics that 
consumers use when mal<ing purchase decisions and when evaluating clothing products. 
Do you have any additional thoughts or feel we have missed anything in our discussion? 
We are conducting four more group discussions with consumers living in Iowa. 
Findings from these discussions will be used to develop instruments for clothing quality 
research. Remember you are assured of complete confidentiality and we would like you 
to keep our discussion confidential as well. 
Thank you again for taking the time to join us this afternoon. Your opinions have 
been most helpful. 
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Background Information 
Your answers to the following questions about yourself will help interpret the 
results of the study 
Q-1 What is your age? 
years 
Q-2 What is your marital status? 
Single 
Married 
Q-3 Where do you usually shop for clothing for yourself? (check all that apply) 
Department store such as JC Penney, Younkers 
Specialty stores such as Casual Corner, Seifert's, 
Paul Harris 
Discount stores such as K-Mart, Target, Wal-Mart, etc. 
Outlet Malls and Off-price stores 
Through mail-order 
Other 
Q-4 Where do you buy most  o f  vour own clothing? (check only one^ 
Department stores such as JC Penney, Younkers 
Specialty stores such as Casual Corner, Seifert's, 
Paul Harris 
Discount stores such as K-Mart, Target, Wal-Mart 
Outlet Malls and Off-price stores 
Through mail-order 
Other 
Q-5 How many clothing items have you purchased for yourself through mail­
order during the past year? (write number) 
items 
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Q-6 Are you employed? 
Yes 
No 
If yes, describe your job 
Q-7 What  is  the h ighest  leve l  o f  school ing you have completed? 
Completed High School 
1-3 Years Technical, Vocational or College 
Completed 4-year College or University degree 
Some graduate work 
Masters degree or Law degree 
Doctoral degree or Medical degree 
Q-8 What was your household income before taxes from all sources in 1989? 
less than $10,000 
$10,000 to 24,999 
$25,000 to 49,999 
$50,000 to 74,999 
$75,000 and over 
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INTERVIEWS 
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Coding Guide 
I. Physical Appearance 
A. Fabric: 
1. Fiber content; natural/synthetic/blend 
2. Fabric construction/structure: woven vs knits, tightness of construction 
3. Fabric weight; thickness vs thinness 
B. Color/Pattern/Texture: 
1. Solid color or color combination 
2. Patterned or figured 
3. Trims, buttons, zippers coordinate with fabric 
4. Tactile effect; feel or hand 
c. Styling: 
1. Classic style/currently fashionable or trendy style 
2. One-piece vs two-piece 
3. Neckline & collar style 
4. Style uncluttered 
5. Interaction of fabric with style 
6. Appropriateness of the style: top to bottom 
7. Style has distinctive features 
8. Waistline treatment 
9. Skirt/pant length 
10. Sleeve style/length 
11. Accessories coordinate with style 
12. Global evaluation 
D Construction: 
1. Plaids match 
2. Wide, even hems/facing 
3. Seams well stitched/top stitching 
4. Casing at waistline 
5. Cut on the right grain 
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6. Collar sizes are the same 
7. Finishing of garment: buttons, buttonholes, wrong side, threads clipped 
8. Global evaluation 
11.  Physical  Performance 
A. Eabtic: 
1. Fabric looks in good condition after several cleanings 
2. Fabric does not shrink 
3. Fabric hangs/drapes well in use and after care 
4. Fabric does not stretch out during wear and care 
5. Fabric does not wrinkle or get crushed 
6. Fabric does not form pills in use and care 
7. Fabric provides warmth vs is air permeable 
8. Fabric is comfortable and soft 
9. Fabric does not soil or develop static cling 
10. Fabric is not itchy or irritates the skin 
11. Global evaluation 
B. Color: 
1. Color does not wash out or fade with use and care 
2. Ironing does not leave shiny marks 
C. Care: 
1. Washable 
2. Dry clean only 
3. Cost and time involved in care 
4. Stains are removable without affecting color 
5. Needs ironing 
6. Easy care 
D. Garment: 
1. Garment holds shape 
2. Garment fits well 
3. Garment style is comfortable 
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4. Garment is easy to put on and take off 
5. Garment has functional features: pockets, removable shoulder pads 
6. Garment is durable 
E. Workmanship: 
1. Seams and hems are strong 
2. Collars and cuffs don't fray 
3. Trims, zippers, buttons don't break in use and care 
4. Buttonholes are the right size 
I I I .  Expressive 
A. Looks good on me: 
1. Interaction of style with body type 
2. Interaction of color with personal features 
3. Appropriate for age and personality 
4. Makes me look like 
5. Global evaluation 
B. Provides scope for individual creativity: 
1. Fun and adventurous 
2. Unusual color/design/style/fabric 
3. Global evaluation 
C. Appropriate to lifestyle: 
1. Appropriate for work/casual/special occasion 
2. Coordinates with wardrobe 
3. Garment can be worn to a lot of occasions 
4. Garment provides confidence 
5. Global evaluation 
D. Comments from others: 
1. Compliments of associates 
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Extr insic  
A. Bmnd: 
1. Brand name, reputation, familiarity 
B. Price: 
1. Full price/expensive/sale/reduced price/bargain 
2. Value for money 
3. No further investments involved 
4. Global evaluation 
C. Store/Catalog: 
1. Store type 
2. Prestige associated with store or mail order company 
3. Store interior or catalog 
4. Convenience of shopping 
5. Familiarity with store/catalog company 
D. Countrv of Origin: 
1. Crafted with pride campaign 
E. Care Label: 
1. Information of care involved: fiber content, wash instructions 
F. Service: 
1. Wide selection in size, style & color 
2. Product satisfaction guarantee 
3. Payment plan, quick service, information 
4. Salesperson's assistance/evaluation 
5. Global evaluation 
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Table D-1. Clothing attributes: Percentages of responses for content categories 
Percentage of responses 
Themes and Attributes General While After Total for 
discussion viewing examining session 
photos garments 
1. Physical appearance (28.0)3 (36.6) (59.3) (37.3) 
A. Fabric 10.2 12.2 12.5 11.1 
• Fiber content 7.9 4.7 3.7 6.3 
• Fabric weight 0.4 0.8 3.0 1.1 
• Fabric construction & 1.9 6.7 5.8 3.7 
structure 
B. Coior/Pattern/Texture 6.0 2.8 10.3 6.5 
* Solid color 5.0 2.8 7.0 5.1 
Pattern or figured 0.9 0.0 0.0 0.5 
Trim, button, zipper 0.0 0.0 0.6 0.1 
coordinates with fabric 
• Tactile effect 0.1 0.0 2.7 0.7 
Q Construction 4.6 2.1 16.2 7.0 
• Plaids match 0.3 0.0 0.0 0.1 
• Wide even hems/facing 0.4 0.4 3.7 1.2 
• Seams well stitched/top 0.5 0.4 4.0 1.3 
stitching 
• Casing at waistline 0.0 0.0 0.9 0.2 
• Collar sizes the same 0.0 0.0 0.6 0.1 
• Cut on the right grain 0.1 0.0 0.9 0.3 
• Finishing of garment 1.2 0.0 1.5 1.0 
• Global evaluation 2.1 1.3 4.6 2.5 
D. Stvlina 7.2 19.5 20.3 12.7 
One-piece vs two piece 0.0 2.7 4.0 1.7 
• Neckline & collar style 0.8 1.2 0.9 0.9 
Waistline treatment 0.5 1.2 3.4 1.3 
Skirt/pant length 1.1 2.0 0.6 1.1 
Sleeve style/length 0.0 0.0 1.5 0.4 
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Table D-1. continued 
Percentage of responses 
Themes and Attributes General While After Total for 
discussion viewing examining session 
photos qarments 
• Style has distinctive features 0.7 0.8 1.5 0.9 
• Style uncluttered 0.0 0.4 0.0 0.1 
• Appropriateness of top to 0.0 0.4 0.6 0.2 
bottom 
• Accessories coordinate with 0.0 0.0 0.6 0.1 
style 
Interaction of fabric with style 0.5 0.0 1.2 0.6 
• Classic/basic style vs 2.5 2.8 2.1 2.5 
currently fashionable/trendy 
style 
• Global evaluation 1.1 8.4 3.9 2.9 
II. Physical performance (29.7) (15.6) (16.3) (23.6) 
A. Fabric 5.3 5.6 2.1 4.5 
• Fabric does not shrink 0.4 2.0 0.3 0.7 
• Fabric hangs well 0.5 1.6 0.0 0.6 
• Fabric does not stretch out in 0.1 0.4 0.0 0.1 
wear or care 
• Fabric does not wrinkle or get 0.4 0.0 0.0 0.2 
crushed 
• Fabric does not soil easily 0.3 0.4 0.0 0.2 
• Fabric is not itchy or irritates 0.3 0.0 0.0 0.1 
the skin 
Fabric does not form pills in 0.3 0.4 0.0 0.2 
use and care 
Fabric is soft 0.7 0.0 0.0 0.4 
Fabric provides warmth/is 0.7 0.8 0.3 0.6 
cool 
Fabric looks good after several 0.9 0.0 1.5 0.9 
washings 
Global evaluation 0.7 0.0 0.0 0.4 
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Table D-1. continued 
Percentage of responses 
Themes and Attributes General While After Total for 
discussion viewing examining session 
photos qarments 
B. Color 1.2 0.4 1.8 1.2 
Color does not fade with use 1.2 0.4 1.2 1.0 
and care 
• Ironing does not leave shiny 0.0 0.0 0.6 0.1 
marks 
C. Care 8.4 4.4 3.6 6.4 
Washable 2.0 1.6 1.5 1.8 
• Dry clean only 1.5 0.0 0.0 0.8 
Cost and time involved in care 0.5 0.4 0.0 0.4 
• Stains removable without 0.3 0.0 0.0 0.1 
affecting fabric 
• Needs ironing 2.5 0.8 1.2 1.9 
• Easy care 1.6 1.6 0.9 1.4 
D. Workmanship 3.1 0.0 0.9 1.9 
Seams and hems are strong 0.8 0.0 0.0 0.4 
• Collars and cuffs don't fray 0.1 0.0 0.0 0.1 
Trims, zippers, buttons don't 1.2 0.0 0.3 0.7 
break in use 
• Buttonholes are the right size 0.3 0.0 0.0 0.1 
• Global evaluation 0.7 0.0 0.6 0.5 
E Garment 11.7 5.2 7.9 9.6 
• Garment holds shape 0.8 0.0 0.3 0.5 
• Garment fits well 4.1 2.4 1.8 3.2 
Garment is easy to put on and 0.0 0.0 0.3 0.1 
take off 
• Garment has functional 0.9 0.8 1.5 1.0 
features 
Garment is durable 2.1 0.8 3.4 2.2 
• Garment style is comfortable 3.8 1.2 0.6 2.5 
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Table D-1. continued 
Percentage of responses 
Themes and Attributes General While After Total for 
discussion viewing examining session 
photos qarments 
III. Expressive (21.4) (27.4) (12.1) (20.1) 
A. Looks TOd on me 10.3 17.8 5.8 10.5 
• Interaction of style with body 5.0 2.4 0.9 3.5 
type 
Interaction of color with 2.8 0.4 0.9 1.9 
personal features 
• Appropriateness for age and 0.7 1.2 0.6 0.7 
personality 
• Makes me look... 0.3 0.8 0.0 0.3 
• Global evaluation 1.5 13.0 3.4 4.1 
B. Provides scope for individual 3.4 5.6 3.3 3.8 
creativitv 
• Unusual or new 2.1 1.2 0.9 1.6 
color/design/style/fabric 
• Fun and adventurous 1.3 3.6 2.4 2.0 
• Global evaluation 0.0 0.8 0.0 0.1 
a ADorooriateness to lifestvie 5.6 4.0 3.0 4.6 
Versatility 1.8 0.0 0.0 1.3 
• Appropriateness for 0.0 0.0 2.1 2.0 
work/casual/special occasion 
• Coordinates with wardrobe 1.5 0.0 0.9 1.0 
• Garment provides confidence 0.3 1.2 0.0 0.1 
Global evaluation 0.0 0.8 0.0 0.7 
D. Comments of others 2.1 0.0 0.0 1.2 
• Compliments of associates 2.1 0.0 0.0 1.2 
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Table D-1. continued 
Percentage of responses 
Themes and Attributes General While After Total for 
discussion viewing examining session 
photos garments 
IV. Extr insic  (21.2) (21.2) (11.7) (18.0) 
A. Brand 1.8 0.4 0.9 1.3 
Brand name, reputation, 1.8 0.4 0.9 1.3 
familiarity 
B. Price 8.3 5.6 8.1 7.8 
• Full price/sale 3.7 3.2 2.7 3.4 
• No further investments 0.1 0.4 1.5 0.5 
involved 
• Value for money 1.7 0.4 0.9 1.3 
• Global evaluation 2.8 1.6 3.1 2.6 
C Store/Catalog 4.4 8.0 0.9 4.2 
• Store type 4.0 1.6 0.0 2.5 
• Prestige associated with 0.1 1.2 0.3 0.4 
store/catalog company 
• Familiarity with store/catalog 0.0 1.2 0.0 0.2 
company 
Store interior/catalog 0.0 4.0 0.6 0.9 
presentation 
• Convenience of shopping 0.3 0.0 0.0 0.1 
D. Country of oriain 0.1 2.4 0.3 0.6 
• Crafted with pride campaign 0.1 2.4 0.3 0.6 
E. Care label 0.0 0.0 0.6 0.1 
Information of care involved 0.0 0.0 0.6 0.1 
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Table D-1. continued 
Percentage of responses 
Themes and Attributes General While After Total for 
discussion viewing examining session 
photos garments 
F. Service 6.6 4.8 0.9 4.9 
Quick service, payment plans, 0.8 0.0 0.0 0.4 
information 
• Sales person's 2.1 0.0 0.0 1 . 2  
assistance/evaluation 
Wide selection in size, style, 1 . 5  4.0 0.0 1 . 6  
and color 
« Product satisfaction 1 . 7  0.8 0.0 1 . 1  
guarantee/alterations 
• Global evaluation 0.5 0.0 0.9 0.5 
Total 100.3 100.8 99.4 99.9 
3 Percentages in parentheses are totals for the categories under the major themes. 
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APPENDIX E: TELEPHONE SCREENING QUESTIONNAIRE 
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Telephone Screening Questionnaire 
Phone: ( ) 
Interviewee Name: 
First Call: 
Second Call: 
Third Call: 
Hello, my name is Liza Abraham. I am calling from the Textiles and Clothing 
Department at Iowa State University on a cooperative project we are conducting with 
Lands' End, Inc. We are conducting a survey among consumers who have recently 
shopped through Lands' End. 
Your name was given to me by Lands' End as a recent purchaser of a woman's dress. 
The study is in two parts. Each involves a questionnaire that would take about 20 
minutes to complete. You would receive the first questionnaire immediately. The 
next questionnaire would be mailed to you after six weeks to get your reaction to the 
dress after using it. Your response will be kept confidential. 
If you participate in both parts of the study we will send you a Lands' End gift 
certificate worth $10/-. The results from this study will assist both Iowa State 
University and Lands' End to gain insight into consumers' assessments of clothing 
items. 
Are you willing to participate? 
Yes No 
If Yes, the address given to me by Lands' End is; 
Is it correct? Thank you. We appreciate your participation in the project. You will 
receive the first questionnaire immediately. 
Do you have any questions? 
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APPENDIX F: COVER LETTER, PURCHASE QUESTIONNAIRE, REMINDER 
POSTCARD, AND LETTER 
FOR REPEAT MAILING 
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Cover Letter 
Dear Lands End Customer; 
A few days ago you agreed over the telephone to participate in a consumer study 
conducted jointly by the Department of Textiles and Clothing at Iowa State University 
and by Lands' End, Inc. We are pleased that you are willing to share your opinions 
and feelings related to your clothing purchases. Your answers to this questionnaire 
are very important in helping us to understand consumers' expectations and needs 
when buying clothing. 
The questionnaire will take about 20 minutes to complete. You are not obligated to 
answer any question about which you feel uncomfortable. Your responses will be 
kept confidential. The identification number on the questionnaire is strictly for 
record keeping. All identifying information will be removed upon completion of data 
collection. 
Please respond to the questionnaire as quickly as possible. A postage paid return 
envelop is provided. If you have any questions please feel free to call us at (515) 
294-2628.  
The second questionnaire will relate to your satisfaction with the garment you 
recently purchased and will be mailed to you after approximately six weeks. When 
you have returned both questionnaires you will receive a gift certificate worth $10 
from Lands' End. 
Sincerely, 
Liza Abraham 
Graduate Student 
Mary Littrell, Ph.D. 
Professor 
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Consumer Purchase and Use Of Clothing 
Part I: Clothing Purchase Activities 
Your answers to this section will help us learn about your approach to purchasing 
clothing. 
Q-1 Where do you usually look for clothing for yourself? (Check all that apply.) 
department stores such as JC Penney, Dayton's, etc. 
specialty stores such as The Gap, Laura Ashley, 
Seiferts, etc. 
discount stores such as K-Mart, Target, Wal-Mart, etc. 
outlet malls and off-price stores 
mail order 
Other (Specify) 
Q-2 Where do you buy most of vour own clothing? (Check only one) 
department stores such as JC Penney, Dayton's, etc. 
specialty stores such as The Gap, Laura Ashley, 
Seiferts, etc. 
discount stores such as K-Mart, Target, Wal-Mart, etc. 
outlet malls and off-price stores 
mail order 
Other (Specify) 
Q-3 How many clothing items did you purchase for yourself through mail order 
between March 1,1990 and February 28,1991? (Write number) 
Items 
Q4 How many clothing items did you purchase for yourself through Lands' End 
between March 1,1990 and February 28,1991? (Write number) 
Items 
Q-5 What are the benefits of buying a garment for yourself from Lands' End rather 
than from another mail order company? In the space to the right of each 
characteristic, circle the number that best describes your agreement with whether 
Lands' End provides the beneOt. 
Circle 1 if you strongly disagree 
Circle 2 if you disagree 
Circle 3 if you slightly disagree 
Circle 4 if you are unsure of any benefit 
Circle 5 if you slightly agree 
Circle 6 if you agree 
Circle 7 if you strongly agree 
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Lands' End offers the following benefits: 
Strongly Strongly 
disagree agree 
1. Assortment of garment styles 1 2 3 4 5 6 7 
2. Speed of delivery 1 2 3 4 5 6 7 
3. Garments appropriate to my lifestyle 1 2 3 4 5 6 7 
4. Overall quality 1 2 3 4 5 6 7 
5. Return policy 1 2 3 4 5 6 7 
6. Mailing and handling fees I 2 3 4 5 6 7 
7. Refunds postage on returns 1 2 3 4 5 6 7 
8. Stands behind product 1 2 3 4 5 6 7 
9. Previous experience with clothing bought from 1 2 3 4 5 6 7 
Lands'End 
10. Previous experience with other merchandise 1 2 3 4 5 6 7 
purchased torn Lands' End 
11. Reputation 1 2 3 4 5 6 7 
12. Garment fit 1 2 3 4 5 6 7 
13. Prestige associated with name 1 2 3 4 5 6 7 
14. Attitude of personnel who take catalog orders 1 2 3 4 5 6 7 
15. Price range 1 2 3 4 5 6 7 
16. Catalog description 12 3 4 5 6 7 
17. Garments come with accessories such as belts 1 2 3 4 5 6 7 
18. Other accessories available for order 1 2 3 4 5 6 7 
(scarves, jewelry, etc) 
19. Overall workmanship 1 2 3 4 5 6 7 
20. Payment policy 1 2 3 4 5 6 7 
21. Choice of colors 1 2 3 4 5 6 7 
22. Size range and body type (petite, regular, tall) 1 2 3 4 5 6 7 
23. Garments made in U.S.A. 1 2 3 4 5 6 7 
24. Overall catalog presentation 1 2 3 4 5 6 7 
25. Value for money 1 2 3 4 5 6 7 
26. Custom hemming of pant length 1 2 3 4 5 6 7 
Part II: Expectations of the Garment 
In this section we'd like to know your expectations for the snecific dress you recently 
ordered from Lands' End. 
Q-1 What were your expectations in terms of the appearance and performance of the 
dress when you were ordering it through the catalog? Even though you may 
have received the dress by the time you fill out this questionnaire, we are 
interested in knowing about vour expectations at the time vou ordered the 
dress. In the space to the right of each clothing feature circle the number that 
best describes your agreement with the statement with respect to your 
expectation. 
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Circle 1 if you strongly disagree the garment will have the feature 
Circle 2 if you disagree the garment will have the feature 
Circle 3 if your slightly disagree the garment will have the feature 
Circle 4 if you are unsure if the garment will have the feature 
Circle S if you slightly agree the garment will have the feature 
Circle 6 if you agree the garment will have the feature 
Circle 7 if you strongly agree the garment will have the feature 
My expectation of the following feature at the time I ordered the dress: 
Strongly Strongly 
disagree agree 
1. The fabric will be well made. 1 2 3 4 5 6 7 
2. The color will be what I anticipated. I 2 3 4 5 6 7 
3. The color of trims, buttons, zippers will 1 2 3 4 5 6 7 
coordinate with the fabric. 
4. The fabric will be soft. 1 2 3 4 5 6 7 
5. The fabric will be comfortable for the season. 1 2 3 4 5 6 7 
6. The dress will be currently fashionable. 1 2 3 4 5 6 7 
7. The neckline/collar style will be what I 1 2 3 4 5 6 7 
anticipated. 
8. The style will have interesting features. 1 2 3 4 5 6 7 
9. The style will be unique. 1 2 3 4 5 6 7 
10. The di^s will have even hems and facings. 1 2 3 4 5 6 7 
11. The fabric construction (knit) will be 1 2 3 4 5 6 7 
what I anticipated. 
12. The fabric will be the weight I anticipated. 1 2 3 4 5 6 7 
13. The seams will be well stitched. 1 2 3 4 5 6 7 
14. The dress will be an interesting color. 1 2 3 4 5 6 7 
15. The dress will be cut on the right grain. 1 2 3 4 5 6 7 
16. The fabric will not stretch out in use and care. 1 2 3 4 5 6 7 
17. The excess threads will be clipped off. 1 2 3 4 5 6 7 
18. The dress will be well finished on the wrong. 1 2 3 4 5 6 7 
side. 
19. The style will look good on my body type. 1 2 3 4 5 6 7 
20. The dress will give me confidence. 1 2 3 4 5 6 7 
21. The color will look good on me. 1 2 3 4 5 6 7 
22. The dress will be appropriate for my age. 1 2 3 4 5 6 7 
23. The dress will cover up my figure problems. 1 2 3 4 5 6 7 
24. The dress will provide opportunity for my 1 2 3 4 5 6 7 
own creativity. 
25. The dress will be a new style. 1 2 3 4 5 6 7 
26. I will be able to dress the garment up 1 2 3 4 5 6 7 
and down when required. 
27. The dress will be appropriate for my 1 2 3 4 5 6 7 
occupation. 
28. The fabric will remain in good condition after 1 2 3 4 5 6 7 
several cleaning. 
29. The fabric will not shrink beyond what I expect. 1 2 3 4 5 6 7 
30. The fabric will drape well. 1 2 3 4 5 6 7 
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Strongly Strongly 
disagree agree 
31. The fabric will be sturdy and durable. 1 2 3 4 5 6 7 
32. The dress will be appropriate for my 1 2 3 4 5 6 7 
personality. 
33. The fabric will not wrinkle easily. 1 2 3 4 5 6 7 
34. The fabric will not pill (form fuzzy balls). 1 2 3 4 5 6 7 
35. The fabric will be static free. 1 2 3 4 5 6 7 
36. The fabric will not irritate the skin. 1 2 3 4 5 6 7 
37. Seams will not pucker on washing. 1 2 3 4 5 6 7 
38. The fabric will not become limp after washing. 1 2 3 4 5 6 7 
39. The fabric will be colorfast. 1 2 3 4 5 6 7 
40. The dress will be easy to care for. 1 2 3 4 5 6 7 
41. The cost/time involved in care will be minimal. 1 2 3 4 5 6 7 
42. The dress can be safely bleached, if needed. 1 2 3 4 5 6 7 
43. The dress will hold its shape. 1 2 3 4 5 6 7 
44. The dress will fit well. 1 2 3 4 5 6 7 
45. The dress will be comfortable. 1 2 3 4 5 6 7 
46. The overall quality of the fabric will be good. 1 2 3 4 5 6 7 
47. Seams and hems will be strong. 1 2 3 4 5 6 7 
48. Collars and neckline will not fray. 1 2 3 4 5 6 7 
49. Trims, zippers, buttons will not break. 1 2 3 4 5 6 7 
50. The fiber content of the dress will be 1 2 3 4 5 6 7 
what I anticipated (cotton, polyester, etc.). 
51. The dress will be versatile. 1 2 3 4 5 6 7 
52. The dress will be a classic style. 1 2 3 4 5 6 7 
53. The dress will be machine washable. 1 2 3 4 5 6 7 
54. The dress will be easy to put on and take off. 1 2 3 4 5 6 7 
55. The dress will be fun to wear. 1 2 3 4 5 6 7 
56. The dress will be an unusual style. 1 2 3 4 5 6 7 
57. The dress will coordinate with other clothes 1 2 3 4 5 6 7 
in my wardrobe. 
58. The dress will be worth the money. 1 2 3 4 5 6 7 
59. The overall quality of the dress will be good. 1 2 3 4 5 6 7 
60. The dress will not require any further investments 1 2 3 4 5 6 7 
such as accessories. 
61. The dress will receive compliments from 1 2 3 4 5 6 7 
others. 
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Part ni : Background Information 
Finally, we would like to ask a few questions about yourself to help interpret the results 
of the study. 
Q-1 What is your age? 
years 
Q-2 What is your marital status? 
single 
mairied 
Q-3 Are you employed? 
yes 
no 
If yes, describe your job 
Q-4 What is the highest level of schooling you have completed? 
completed grade school 
completed high school 
1-3 year technical, vocational or college 
completed baccalaureate degree 
some graduate wo± 
masters degree 
law degree 
medical degree 
doctraal degree 
Q-5 In 1990, what was vour household income from all sources before taxes? 
(Please be assured that this information is completely confidential.) 
less than $10,000 
$ 10,000 to 24,999 
$25,000 to 49,999 
$50,000 to 74,999 
$75,000 and over 
Q-6 Do you live 
on a farm 
in the country, but not on a farm 
in a community under 10,000 
in a community 10,000 to 49,999 
in a community 50,000 to 99,999 
in a community 100,000 to 249,999 
in a community over 250,000 
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Did you respond to this questionnaire before or after you received the actual 
dress? 
Before receiving the dress 
After receiving the dress 
Thank you very much for your participation. 
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Post Card Follow-up 
March, 1991 
Dear Lands' End customer: 
Recently you received a questionnaire concerning clothing purchase decisions from the 
Textiles and Clothing Department at Iowa State University. If you have not yet completed 
and returned the questionnaire in the provided envelope, please do so as soon as possible. 
If you have returned it, we thank you for taking the time to participate. Your 
contribution to this study is greatly appreciated. 
Sincerely, 
Liza Abraham 
Graduate Student 
Mary Littrell 
Professor 
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Letter For Repeat Mailing 
May, 1991 
Dear Lands' End Customer: 
A few weeks ago you agreed to participate in a project being conducted jointly by ttie 
Department of Textiles and Clothing at Iowa State University and Lands' End, Inc. We posted 
the first questionnaire a few weeks back but we have not received the questionnaire back 
from you as yet. Please respond to this questionnaire as quickly as possible. A postage paid 
return envelope is provided. If you have any questions please feel free to call us at (515) 
294-2628.  
The questionnaire will take about 20 minutes to complete. You are not obligated to answer 
any question about which you feel uncomfortable. Your responses will be kept confidential. 
The identification number on the questionnaire is strictly for record keeping. All 
identifying information will be removed upon completion of data collection. 
The second questionnaire will relate to your satisfaction with the dress you recently 
purchased and will be mailed to you soon. When you have returned both questionnaires we 
will mail you a Lands' End gift certificate worth $10. 
Sincerely, 
Liza Abraham 
Graduate Student 
1 5 2  
APPENDIX G: COVER LETTER, POST-PURCHASE QUESTIONNAIRE, 
AND LETTER FOR REPEAT MAILING 
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Cover Letter 
Dear Lands' End Customer: 
Thank you for completing and returning the first questionnaire. As Indicated to 
you earlier, we are sending you the follow-up questionnaire to get your 
perceptions about the performance of the dress after using It for several weeks. 
The questionnaire will take about 20 minutes to complete. We assure you that 
your responses will be kept confidential. The identification number on the 
questionnaire will be removed upon completion of data collection. 
Please respond to the questionnaire as quickly as possible. A postage paid return 
envelope Is provided. If you have any questions please free to call us at (515) 
294-2628. 
You can look forward to receiving the Lands' End gift certificate worth $10.00 
approximately two weeks from the day of mailing back this questionnaire. We 
would like to thank you again for responding to the first questionnaire and look 
forward to receiving this questionnaire back soon. 
Sincerely, 
Liza Abraham 
Graduate Student 
Mary Littrell, Ph.D. 
Professor 
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Consumer Purchase and Use Of Clothing 
Part I: Clothing Experience and Use 
Your answers to this section will help us learn about how you have used and cared for the 
dress you ordered from Lands' End. 
Q-1 How many years have you purchased clothing for vourself from Lands' End? 
years 
Q-2 Have you worn the dress you purchased from Lands' End? 
yes no 
If yes, how often have you worn the dress? 
Approximately times. 
Part II: Performance of the Garment 
In this section we'd like to know your perception of the actual performance of the 
specific dress you recently ordered from Lands' End. 
Q-1 What are your perceptions of the performance of the dress in terms of its various 
features now that you have used it for some time? 
Circle 1 if you strongly disagree the garment has the feature 
Circle 2 if you disagree the garment has the feature 
Circle 3 if your slightly disagree the garment has the feature 
Circle 4 if you are unsure if the garment has the feature 
Circle 5 if you sliphtlv agree the garment has the feature 
Circle 6 if you agree the garment has the feature 
Circle 7 if you strongly agree the garment has the feature 
My perception of the following feature during the use of the dress: 
Strongly Strongly 
disagree agree 
1. The fabric is well made. 1 2 3 4 5 6 7 
2. The color is what I anticipated. 1 2 3 4 5 6 7 
3. The color of trims, buttons, zippers 1 2 3 4 5 6 7 
coordinate with the fabric. 
4. The fabric is soft. 1 2 3 4 5 6 7 
5. The fabric is comfortable for the season. 1 2 3 4 5 6 7 
6. The dress is currently fashionable. 1 2 3 4 5 6 7 
7. The neckline/collar style is what 1 1 2 3 4 5 6 7 
anticipated. 
8. The style has interesting features. 1 2 3 4 5 6 7 
9. The style is unique. 1 2 3 4 5 6 7 
10. The dress has even hems and facings. 1 2 3 4 5 6 7 
11. The fabric construction (knit) is 1 2 3 4 5 6 7 
what I anticipated. 
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Strongly Strongly 
disagree agree 
12. The fabric is the weight I anticipated. 1 2 3 4 5 6 7 
13. The seams are well stitched. 1 2 3 4 5 6 7 
14. The dress has an interesting color. 1 2 3 4 5 6 7 
15. The dress is cut on the right grain. 1 2 3 4 5 6 7 
16. The fabric has not stretched out in use and care. 1 2 3 4 5 6 7 
17. The excess threads are clipped off. 1 2 3 4 5 6 7 
18. The dress is well Hnished on the wrong 1 2 3 4 5 6 7 
side. 
19. The style looks good on my body type. 1 2 3 4 5 6 7 
20. The dress gives me conHdence. 1 2 3 4 5 6 7 
21. The color looks good on me. 1 2 3 4 5 6 7 
22. The dress is appropriate for my age. 1 2 3 4 5 6 7 
23. The dress covers up my Hgure problems. 1 2 3 4 5 6 7 
24. The dress provides opportunity for my 1 2 3 4 5 6 7 
own creativity. 
25. The dress is a new style. 1 2 3 4 5 6 7 
26. I am able to dress the garment up 1 2 3 4 5 6 7 
or down when required. 
27. The dress is appropriate for my 1 2 3 4 5 6 7 
occupation. 
28. The fabric has remained in good condition after 1 2 3 4 5 6 7 
several cleaning. 
29. The fabric did not shrink beyond what I expected. 1 2 3 4 5 6 7 
30. The fabric drapes well. 1 2 3 4 5 6 7 
31. The fabric is sturdy and durable. 1 2 3 4 5 6 7 
32. The dress is appropriate for my 1 2 3 4 5 6 7 
personality. 
33. The fabric does not wrinkle easily. 1 2 3 4 5 6 7 
34. The fabric does not pill (form fuzzy balls). 1 2 3 4 5 6 7 
35. The fabric is static free. 1 2 3 4 5 6 7 
36. The fabric does not irritate the skin. 1 2 3 4 5 6 7 
37. Seams did not pucker on washing. 1 2 3 4 5 6 7 
38. The fabric has not become limp after washing. 1 2 3 4 5 6 7 
39. The fabric is colorfast. 1 2 3 4 5 6 7 
40. The dress is easy to care for. 1 2 3 4 5 6 7 
41. The cost/time involved in care is minimal. 1 2 3 4 5 6 7 
42. The dress can be safely bleached, if needed. 1 2 3 4 5 6 7 
43. The dress holds its shape. 1 2 3 4 5 6 7 
44. The dress fits well. 1 2 3 4 5 6 7 
45. The dress is comfortable. 1 2 3 4 5 6 7 
46. The overall quality of the fabric is good. 1 2 3 4 5 6 7 
47. Seams and hems are strong. 1 2 3 4 5 6 7 
48. Collars and neckline have not frayed. 1 2 3 4 5 6 7 
49. Trims, zippers, buttons have not fallen apart. 1 2 3 4 5 6 7 
50. The fiber content of the dress is 1 2 3 4 5 6 7 
what I anticipated (cotton, polyester, etc.). 
51. The dress is versatile. 1 2 3 4 5 6 7 
52. The dress is a classic style. 1 2 3 4 5 6 7 
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Strongly Strongly 
disagree agree 
53. The dress is machine washable. 1 2 3 4 5 6 7 
54. The dress is easy to put on and take off. 1 2 3 4 5 6 7 
55. The dress is fun to wear. 1 2 3 4 5 6 7 
56. The dress is an unusual style. 1 2 3 4 5 6 7 
57. The dress coordinates with other clothes 1 2 3 4 5 6 7 
in my wardrobe. 
58. The dress is worth the money. 1 2 3 4 5 6 7 
59. The overall quality of the dress is good. 1 2 3 4 5 6 7 
60. The dress does not require any further 1 2 3 4 5 6 7 
investments such as accessories. 
61. The dress has received compliments from 1 2 3 4 5 6 7 
others. 
Thank you very much for your participation. 
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Letter For Repeat Mailing 
May, 1991 
Dear Lands' End Customer: 
We are pleased that you responded to our first questionnaire on consumers' clothing 
purchase conducted jointly by the Department of Textiles and Clothing at Iowa State 
University and by Lands' End, Inc. As indicated to you this is a two part study. We 
posted the second questionnaire a few weeks back but we have not received the 
questionnaire back from you as yet. Please respond to this questionnaire as quickly as 
possible. Please reply even though you may have returned the dress. A postage paid 
return envelope is provided. If you have any questions please feel free to call us at 
(515) 294-2628. 
The questionnaire will take about 20 minutes to complete. You are not obligated to 
answer any question about which you feel uncomfortable. Your responses will be kept 
confidential. The identification number on the questionnaire is strictly for record 
keeping. All identifying information will be removed upon completion of data 
collection. 
This questionnaire relates to your satisfaction with the dress you recently purchased. 
When you have returned this questionnaires we will mail you a Lands' End gift 
certificate worth $10. 
Sincerely, 
Liza Abraham 
Graduate Student 
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APPENDIX H : STATISTICS 
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Coding Guide for Data Entry 
Line 1=1 
Description 
Blank 
Subject identification number 
Blank 
Look for clothing 
department store 0=no 1=yes 
speciality store 0=no 1=yes 
discount store 0=no 1=yes 
outlet malls 0=no 1=yes 
mail order 0=no 1=yes 
other 0=no 1=yes 
Blank 
Buy most of your clothing 
1=Department store 
2=Speciality store 
3=Discount store 
4=0utlet mall 
5=Mail order 
6=0ther 
Blank 
Clothing bought through mail order 
(actual number) 
Blank 
Clothing bought through Lands' End 
(actual number) 
Blank 
Benefits Lands' End provides (26 benefits) 
1=strongly disagree 
2=disagree 
3=slightly disagree 
4=unsure of benefit 
5=slightly agree 
6=agree 
7=strongly agree 
Blank 
Expectations of clothing attributes (61 
attributes) 
1=strongly disagree 
2=disagree 
3=slightly disagree 
4=unsure 
5=slightly agree 
6=agree 
7=strongly agree 
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Line 2=1 
Description 
Blanl< 
Subject identification number 
Blanl< 
Expectations of clothing attributes (61 attributes) 
1=strongly disagree 
2=disagree 
3=slightly disagree 
4=unsure 
5=slightly agree 
6=agree 
7=strongly agree 
Blank 
Age in years 
Blank 
Marital status 
0=single 
1=married 
Blank 
Employment 
0=no 
1=yes 
Blank 
Schooling 
1=Grade school 
2=High school 
3=1-3 Technical school 
4=Completed baccalaureate degree 
5= Some graduate work 
6=Masters degree 
7= Law degree 
8=Medical degree 
9=Doctoral degree 
Blank 
Income 
1=Less than 10,000 
2=10,000-24,999 
3 = 25,000-49,999 
4=50,000-74,999 
5=75,000 and over 
Blank 
Community of residence 
1=Farm 
2=Country 
3=Community less than 10,000 
4=Community 10,000-49,999 
5=Community 50,000-99,999 
6=Community 100,000-249,999 
7=Community over 250,000 
Blank 
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Column Description 
51 Completed questionnaire before or after receiving the 
garment 
0=Before 
1 =After 
52 Blank 
53 Worn the garment 
1=yes 
0=no 
54 Blank 
55-56 Number of times the garment was worn 
(actual number) 
57 Blank 
58-79 Post purchase evaluation of clothing attr ibutes 
(61 attributes) 
1=strongly disagree 
2=disagree 
3=slightly disagree 
4=unsure 
5=slightly agree 
6=agree 
7=strongly agree 
Line 3=1 
Column Description 
2 Blank 
3 - 5 Subject identification number 
6 Blank 
7-40 Post purchase evaluation of clothing 
attributes (61 attributes) 
1=strongly disagree 
2=disagree 
3=slightly disagree 
4=unsure 
5=slightly agree 
6=agree 
7=strongly agree 
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Table H-1. Means and standard deviations of clothing attributes at the expectation stage 
Attributes N Mean SD 
E1 282 6.5461 0.7867 
E2 282 6.3085 0.9206 
E3 278 6.4820 0.8181 
E4 282 6.4823 0.8318 
E5 281 6.4840 0.8110 
E6 281 6.1744 1.0008 
E7 281 6.2953 0.9190 
E8 279 5.6093 1.1449 
E9 277 4.7761 1.4965 
E10 282 6.3404 0.8835 
Ell 282 6.4078 0.8850 
E12 282 6.2092 0.9445 
E13 282 6.4823 0.8013 
E14 281 5.9537 1.1470 
El 5 282 6.4113 0.9170 
El 6 280 6.4464 0.8984 
E17 282 6.2234 1.0553 
E18 280 6.2464 1.0369 
E19 282 6.0142 1.0570 
E20 279 5.5735 1.3495 
E21 282 6.1135 1.0024 
E22 282 6.0780 0.9807 
E23 280 5.6036 1.2965 
E24 279 5.6165 1.2835 
E25 276 4.7065 1.5577 
E26 280 5.8786 1.2811 
E27 275 5.9782 1.2613 
E28 281 6.3986 0.9437 
E29 280 6.2964 1.0582 
E30 281 6.3310 0.9415 
E31 282 6.4823 0.8571 
E32 281 6.0534 1.0525 
E33 281 6.1779 1.0439 
E34 281 6.2562 1.0204 
E35 281 5.8861 1.2106 
E36 281 6.4164 0.9417 
E37 281 6.3559 0.9936 
E38 279 6.2330 1.1089 
E39 280 6.3464 0.9935 
E40 281 6.5125 0.8285 
E41 281 6.4377 0.8887 
E42 265 4.1509 2.0000 
E43 282 6.2624 1.0028 
E44 282 6.1738 1.0444 
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Table H-1. continued 
Attributes N Mean SD 
E45 282 6.5319 0.8271 
E46 281 6.5552 0.8137 
E47 281 6.4875 0.8371 
E48 281 6.4662 0.8576 
E49 277 6.3538 1.0678 
E50 276 6.5217 0.8631 
E51 282 6.2979 0.9526 
E52 281 6.1886 1.0674 
E53 281 6.4199 0.9607 
E54 282 6.4362 0.8754 
E55 282 6.2482 1.0648 
E56 276 4.1812 1.7257 
E57 282 5.6879 1.3453 
£58 282 6.4362 0.8673 
E59 282 6.6099 0.7757 
E60 281 4.9715 1.6033 
E61 278 5.6115 1.3409 
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Table H-2. Means and standard deviations of clothing attributes at the post-purchase 
evaluation stage 
ributes N Mean SD 
PI 219 6.3881 0.9336 
P2 221 6.2896 1.1026 
P3 208 6.4520 1.0438 
P4 221 6.5294 0.9560 
P5 221 6.4163 1.0654 
P6 221 6.1629 1.0999 
P7 220 6.3773 1.0286 
P8 221 5.2851 1.3400 
P9 219 4.3653 1.5574 
PIG 221 6.2986 1.0835 
P11 220 6.4364 1.0206 
P12 221 6.2624 1.0929 
P13 220 6.4909 0.8939 
P14 221 5.9367 1.3401 
PIS 219 6.3379 1.0068 
P16 219 6.4429 0.9531 
P17 220 6.3682 0.9294 
P18 217 6.3641 1.0502 
PI 9 221 6.0633 1.1019 
P20 221 5.7919 1.2218 
P21 221 6.1357 1.0399 
P22 221 6.3077 0.9122 
P23 218 5.6422 1.2592 
P24 220 5.8136 1.2375 
P25 218 4.2615 1.6294 
P26 220 5.8182 1.1718 
P27 214 6.0701 1.3565 
P28 185 6.0486 1.1854 
P29 193 6.1244 1.2141 
P30 220 6.3091 0.9436 
P31 217 6.4332 0.9110 
P32 219 6.2283 1.1182 
P33 220 6.1818 1.0911 
P34 214 6.1776 1.1032 
P35 216 6.0556 1.1799 
P36 220 6.5727 0.8909 
P37 194 6.3402 1.0762 
P38 193 6.2850 1.0189 
P39 197 6.1980 1.1546 
P40 210 6.3762 0.9210 
P41 210 6.3571 1.0218 
P42 185 3.0649 1.8106 
P43 217 6.2166 0.9879 
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Table H-2. continued 
Attributes 
P44 220 6.1409 1.1320 
P45 220 6.5318 0.9235 
P46 221 6.5068 0.8976 
P47 220 6.4318 0.9931 
P48 217 6.5576 0.7921 
P49 204 6.4755 0.9387 
P50 217 6.5576 0.8963 
P51 220 6.3000 0.9465 
P52 219 6.1370 1.0961 
P53 215 6.4791 1.0449 
P54 221 6.5158 0.9322 
P55 221 6.2715 1.0739 
P56 216 3.5231 1.6366 
P57 218 5.5826 1.3829 
P58 220 6.2864 1.0090 
P59 220 6.5227 0.8833 
P60 218 5.3257 1.5359 
P61 220 5.8636 1.3101 
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Table H-3. Means and standard deviations of benefit attributes 
Attributes N Mean SD 
B1 277 5.1588 1.2292 
B2 282 6.2163 1.1029 
83 281 6.0747 1.0614 
B4 281 6.3665 0.9696 
85 276 6.2428 1.2162 
86 279 5.1326 1.5595 
87 266 5.2444 1.6678 
88 272 6.5000 0.9833 
89 276 6.2899 1.1518 
810 263 5.3460 1.6618 
811 282 6.2191 1.0183 
812 281 5.8007 1.1905 
813 279 4.8351 1.5413 
814 281 6.1495 1.2273 
815 282 5.6915 1.1570 
816 280 5.8536 1.1438 
817 271 4.6937 1.3925 
818 273 4.6227 1.4299 
819 281 6.2776 0.9188 
820 274 5.7482 1.3555 
821 279 5.9606 1.0672 
822 282 6.0035 1.3191 
823 280 5.9571 1.3566 
824 281 6.1459 0.9838 
825 281 6.1352 0.9080 
826 257 5.6148 1.5773 
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Table H-4. Demographic information at expectation and post-purchase evaluation stages 
Characteristics 
Expectation Post-purchase 
n % n % 
ÈBË. 
21-30 21 7.5 1 8 8.2 
31-40 66 23.7 56 25.6 
41-50 84 30.1 65 27.9 
51-60 63 20.1 50 22.8 
61-70 32 10.7 22 9.1 
71-80 12 4.3 8 3.7 
81 or over 1 0.4 0 0.0 
Total 279 96.8 219 97.3 
Marital Status 
Single 28 10.0 21 9.6 
Married 253 90.0 198 90.4 
Total 281 100.0 219 100.0 
Employment 
Employed 178 63.3 147 32.9 
Not employed 103 36.7 72 67.1 
Total 281 100.0 219 100.0 
Schoolina 
Completed grade school 0 0.0 0 0.0 
Completed high school 29 10.2 20 9.0 
1-3 technical, vocational 78 27.6 60 27.1 
Baccalaureate degree 60 21.2 49 22.2 
Some graduate degree 56 19.8 40 18.1 
Masters degree 54 19.1 47 21.3 
Law degree 0 0.0 0 0.0 
Medical degree 1 0.4 1 0.5 
Doctoral degree 5 1.8 4 1.8 
Total 282 100.0 221 100.0 
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Table H-4. continued 
Characteristics 
Expectation Post-purchase 
n % n % 
Income 
Less than $10,000 3 1.2 2 1.0 
$10,000 to 24,999 19 7.5 1 5 7.3 
$25,000 to 49,999 73 28.6 57 27.8 
$50,000 to 74,999 82 32.2 66 32.2 
$75,000 and over 78 30.6 65 31.7 
Total 255 100.0 205 100.0 
Communitv of residfince 
On a farm 2 0.7 0 0.0 
Country, but not farm 20 7.1 15 6.9 
Under 10,000 47 16.8 35 16.1 
10,000 to 49,999 86 30.7 72 33.0 
50,000 to 99,999 40 14.3 30 13.8 
100,000 to 249,999 32 11.4 23 10.6 
250,000 or over 53 18.9 43 19.7 
Total 280 100.0 218 100.0 
Table H-5. Factor score means for clothing attributes at expectations stage and 
correlations among the factors 
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Variable 
EXP1 
EXP2 
EXP3 
EXP4 
Pearson 
A 'VAR' Variables: EXP1 
N 
273 
280 
281 
271 
Correlation Analysis 
E3(P2 EXP3 EXP4 
Mean 
6.384615 
6.43^ 33 
6.173191 
5.07S336 
Simple Statlsjtlcs 
Std Oev: 
0.723712 
0.7354861 
0.89844$ 
1 . 111277: 
Sum 
1743.000000 
18011.333333 
17341.666667 
1376.500000 
Mint imum 
Zorrelati(^  Coefficients / Prob > |R| under Ho: Rhb=0 / Number of Obseirvations 
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EXP2 
EW3 
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EXPi: 
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0.0001; 
265 
EXP2 
0.76897 
0.0001 
272 
1 00000 
0 .0  
280 
O.74331 
0.0001 
279 
O . 43244 
0.0001 
271 
1 OOOOOO 
I.OdOOOO 
1.OOOOOO 
1.lë6667 
EXP3 
d. 73672 
p.OOOl 
I 273 
d. 74331 
0.0001 
279 
00000 
0.0 
281 
d.53768 
b.OOOl 
271 
ÏXP4 
0.47916 
O.pOOl 
i 265 
0.4^ 244 
0.0001 
i 271 
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Table H-6. Factor score means for clothing attributes at post-purchase evaluation 
and correlations among the factors 
Variable 
PERI 
PER2 
PER3 
PER4 
Pearson 
The SAS System 
Corrélation Analysis 
A 'VAR' Valables: PERI %R2 
N 
212 
200 
184 
215 
11:08 I'lesdiiy, Jul / 9, 19S(1 
PER3 PER:4 
Mean 
6.05C000 
6.43'^oa 
6.33%60 
4.054264 
Single Statistics 
Std Oev! 
0.786454 
0.696843 
O. 784540 
1.409673 
1282 
1287 
Sum 
f. 600000 
1461538 
116S.375000 
8711.666667 
Minimum 
1 .733333 
1. Ià846 
3.500000 
1.000000 
Max Imum 
7.OOOOOO 
7.OOOOOO 
7 OOOOOO 
7 OOOOOO 
Correlation Coefficients / Prob > |R| under Ho: Rl%=0 / Number of Observations 
PERI 
PER2 
PES3 
PEP4 
PERI: 
1.00000! 
0.0  
21:^ 
0.680ld 
0.0001; 
196! 
0.47048! 
O.OOOli 
17g 
0.353lé 
0.0001 
211 
PER2 
0.68016 
0.0001 
196 
I.00000 
0 . 0  
200 
0.59612 
0.0001 
169 
O.10658 
O.1351 
198 
! PER3 
D. 47048 
jo. 0001 
179 
0.596 12 
b.OOOl 
169 
.00000 
DO 
184 
A. 14421 
0.0528 
181 
PER4 
0.35316 
O.pOOl 
i  211  
O.106S8 
0.1351 
: 198 
0. 114421 
0.0528 
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1 .OOOOO 
O.O 
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Table H-7. Factor score means for benefit attributes and correlations among the 
factors 
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Variable 
BEN1 
BEN2 
BEN3 
BEN4 
A 'VAR' variables: BEN1 
N 
267 
263 
275 
265 
Correlation Analysis 
KN2 
Mean 
6.303371 
5.323194 
5.75^ 55 
5. 198)113 
Simple Statis 
Std Dev! 
0.823080: 
: 0.96772T 
: 0.917921 
1 .349592 
tics 
BEN3 BEM4 
Sum 
1683.000000 
1400i.000000 
15821.750000 
137%. 500000 
Miri imum 
1.000000 
1. 165667 
i.oobooo 
i.oojoooo 
Max Imum 
7.OOOOOO 
7.000000 
7 OOOOOO 
7 OOOOOO 
Pearson CorrelatiCMi Coefficients / Prou > |r| under Ho: Rfw=0 / Number of Observations 
BENi 
BEN2 
BEN3 
BEN4 
BENI 
1 .oooooi 
0.0 
2671 
0.4929^  
0.0001 
255 
0.55781 
0.0001: 
26& 
0.4113ë 
0.0001 
258 
BEN2 
0.49296 
0.0001 
255 
1.00000 
0 . 0  
263 
0.53801 
0.0001 
257 
0.34701 
0.0001 
253 
BEN3 
.55781 
p.0001 
263 
0.53801 
iO.0001 
257 
Ij.00000 
p.o 
275 
a. 25020 
b.OOOl 
261 
BEN4 
0.4:1136 
o.pooi 
i 258 
0.^ 4701 
0.0001 
253 
0.25020 
o.pooi 
261 
1.00000 
0.0 
265 
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Table H-8. Regression for the expectation stage using the full model 
Independent variables n df b SS' F P>F 
(partial) 
Expectation 171 
Fabric and Garment 1 0.442 4.62 33.39 0.0001 
Construction 
Care, Value, and Style 1 0.536 7.69 55.48 0.0001 
Appearance on Body 1 -0.010 0.00 0.03 0.8619 
Individuality and 1 -0.050 0.26 1.90 0.1697 
Expression 
Age 1 - 0.07 0.51 0.4742 
Marital status 1 
-
0.04 0.30 0.5872 
Employment 1 - 0.10 0.70 0.4051 
Education 6 
-
0.78 0.94 0.4715 
Income 4 
-
0.30 0.54 0.7054 
Community of residence 5 •0.276 1.66 2.39 0.0408 
Years of prior experience 1 -0.014 0.22 1.55 0.2148 
Product and Services 1 0.139 0.93 6.68 0.0108 
Accessibility 1 -0.040 0.13 0.95 0.3302 
Selection 1 -0.061 0.24 1.71 0.1928 
Cost of Direct Mail 1 -0.023 0.12 0.86 0.3540 
Total SS = 88.76 
R-square= 77.5% 
Intercepts 0.419 
* û<.05. 
' SS (partial) analyzes the effectiveness of an independent variable in the context 
of the model. Therefore, the order of putting the independent variables in the model 
is not important. In contrast, SS (sequential) (not used in this dissertation) 
analyzes the effectiveness of an independent variable based on the variable and the 
variable(s) that go prior to it in the model. Thus, the order of putting the variables 
in the model is important in SS (sequential). 
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Table H-9. Regression for the post-purchase stage using the full model 
independent variables n df b SS 
(partial) 
F P>F 
Post-purchase evaluation 131 
• Fabric 1 0.112 0.32 1.66 0.2009 
• Care 1 0.619 7.74 40.59 0.0001* 
• Expressive 1 0.106 0.48 2.53 0.1149 
• Individuality 1 -0.042 0.30 1.59 0.2098 
• Age 1 -0.002 0.05 0.24 0.6250 
• Marital status 1 - 0.00 0.00 0.9445 
• Employment 1 - 0.07 0.48 0.4908 
• Education 6 - 0.17 0.89 0.5044 
• Income 4 - 0.09 0.49 0.7439 
• Community of residence 5 - 0.14 0.72 0.6082 
• Years of prior experience 1 •0.009 0.06 0.30 0.5865 
• Product and Services 1 0.207 1.77 9.26 0.0029* 
• Catalog 1 0.028 0.05 0.27 0.6026 
• Selection 1 -0.176 1.34 7.01 0.0093* 
• Cost of Direct Mail 1 0.013 0.02 0.13 0.7207 
Total SS =65.26 
R-square=68.5% 
lntercept=1.126 
*U<.05. 
' SS (partial) analyzes the effectiveness of an independent variable in the context 
of the model. Therefore, the order of putting the independent variables in the model 
is not important. In contrast, SS (sequential) (not used in this dissertation) 
analyzes the effectiveness of an independent variable based on the variable and the 
variable(s) that go prior to it in the model. Thus, the order of putting the variables 
in the model is important in SS (sequential). 
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APPENDIX I : HUMAN SUBJECTS RESEARCH APPROVAL 
178 
Checklist for Attachments and Time Schedule 
The following are attached (please check): 
12. [X] Letter or written statement to subjects indicating clearly: 
a) puipose of the research 
b) the use of any identifier codes (names, #'s), how they will be used, and when they will be 
removed (see Item 17) 
c) an estimate of time needed for participation in the research and the place 
d) if applicable, locadon of the research activity 
e) how you will ensure confidentiality 
f) in a longitudinal study, note when and how you will contact subjects later 
g) participation is voluntary; nonparticipation will not affcci evaluations of the subject 
13. H Consent form (if aR)licable) 
14. Q Letter of approval for research from cooperating organizations or institutions (if applicable) 
15. [3 Data-gathering instruments 
16. Anticipated dates for contact with subjects: 
First Contact Last Contact 
q/?^/qn in/n /on 
Monili/Day / Year Month / Day / Year 
17. If applicable: anticipated date that identifiers will be removed from completed survey instruments and/or audio or visual 
t a p e s  w i l l  b e  e r a s e d ;  T h e  a u d i o  t a p e  r e c o r d i n g  w i l l  b e  e r a s e d  a f t e r  p u b l i s h i n g  t h e  r e s e a r c h .  
lomz 
Month/Day/Year 
18. Signature of Departmental Executive Officer Dale Department or Administrative Unit 
19. Decision of the University Human Subjects Review Committee: 
^Proj( Project Approved Project Not Approved No Action Required 
P a t r i c i a  M .  K e i t h  /(f 
Name of Committee Chairperson Date Signaoif® of Committee Chauperson 
